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tough Proofs 


Brunswick - Balke - Collender is 
lebrating its hundredth anniver- 
ry this year, and no doubt is 
king forward some day ‘to 
ynging up a perfect 300. 


v VY. # 


Hill's horse meat is now being 
ld to a lot of people who don’t 
m dogs, ADVERTISING AGE re- 
rts. Maybe these customers are 
+h in everything except red 
pints 

vey v 


Now that racing has been called 
_it’s entirely possible that can- 
rs of horse meat for canine and 
hman consumption will find a 
bticeable increase in the avail- 
le supply. 

vi v 


Bob Lusk, the story says, be- 
me president of his Yale suit 
essing club in his senior year, 
d thus was nominated as the 
ber of his class most likely 
succeed. 

~ o | 


\ book publisher is advertising 
a clever lad who can head the 
ler billing department and 
ndle a large staff of girls, but 
its important descriptive data 
the girls. 


v v v 
Robert Hannegan, Democratic 
mpaign manager in 1944, has 


me out with a vigorous defense 
continued professional baseball 


ring the war. Maybe Bob has 
bitions to run for the presi- 


mcy. 
v.98 


oe Frazer says the new way to 
t rid of weeds on the farm is to 
m them out, a labor saving idea 
lich will get the unanimous and 
thusiastic support of all the 
ed men in the country. 


a a 


Looks like no more conventions 
' the duration. That’s too bad, 
’ veteran convention attendants 
mo more sleeping in upper 
rths, no more standing in line 
interview haughty hotel clerks. 


- oe oe 


Bob Hope’s new deal with Pep- 
lent is supposed to give him a 
llion dollars a year, which, ac- 
rding to the Hooperating, ought 
figure out something’ like a dol- 
a laugh. 


ee 


VWL, New Orleans, explains 
» popularity of one of its farm 
grams which is broadcast at 
> unbelievable hour of 5 a. m. 
ere must be more alarm clocks 
existence than you thought. 


i, 


acng publications are drop- 
ig like leaves in October as the 
wt of the ban on the horse 
CK Even that fine old cam- 
‘snr, Collyer’s Eye, has decided 


v v 
iess editors agree, com- 
‘s ADVERTISING AGE, that not 
l€-islators are dumb and not 
vernment officials wear 


’s the exact percentage? 


v v v 
Aft-r watching Douglas Mac- 
‘ue’s slick operation in the 


Upnines, his admirers are in- 
née’ to agree that it was just 
We they didn’t put him in the 
tc House. 

Copy Cus. 
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New Models ‘Out’ 
After WPB Checks 
Housewares Show 


Coolerator Withdraws 
New Units; Pictures 
Are Permitted 


Chicago, Jan. 11.—As though the 
shortages of house _ furnishings 
were not enough, the WPB made 
things all the harder for thousands 
of retailers and distributors here 
this week for the semi-annual fur- 
niture shows and the simultaneous 
exhibit of the Housewares Manu- 
facturers Association, by ordering 
appliance makers to keep their 
new postwar models under wraps. 


No such restriction applies on 
displays of furniture, floor cover- | 
ing, and other furnishings which | 
went on view at the American | 
Furniture Mart and the Merchan- | 
dise Mart Jan. 3 and will continue | 
the rest of the week. New WPB/! 
restrictions on furniture produc- | 
tion, issued Jan. 4, and other fac- | 
tors have combined, however, to} 
keep displays of new furniture 
styles at a minimum. 

Many buyers, who came to the 
shows expecting to find shortages 
in furnishings, at least hoped to 
get new ideas about appliances, 
which account for a large part of 
their sales volume. They were un- 
pleasantly surprised to find that 
WPB had strictly enforced a pro- 
vision of its order, PR 23, under 
which manufacturers are forbid- 
den ‘to distribute or exhibit “ex- 
perimental” models. 


Coolerator Hides Models 


After the shows got under way, 
several WPB officials went the 
rounds checking on the displays 
at the Marts, and at the house- 
wares show at the Palmer House, 
and at least one exhibitor—Cool- 
erator Company — was forced to 
hide new models (the first elec- 
tric refrigerator and home freezer 
cabinets produced by the com- 
pany). 

WPB compliance officials said 
they inspected the exhibits to en- 
force the PR 23 rule in order to 
protect members of the trade who 
are obeying the order. Officials at 
Washington today said they have 
learned of only the one violation 
of the order at Chicago. 

PR23 also restricts advertisers 
of new models from indicating the 
prices at which the models will 
sell and the approximate dates of 
delivery. 

Curiously enough, the order 
does not prevent the showing of 
pictures of the new lines, and 
WPB permitted a few companies 
to display wooden facsimiles of 
their postwar lines. In addition, 

(Continued on Page 54) 


Jobs for Vets... 
‘AA’ offers free 


service. See Page 24. 
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TO WASHINGTON MOTHERS (AND FATHERS) 


SORRY, WE HAVE 
NO MORE DIAPERS! 


A Statement of the Facts! 


During the last two months we have not sary lo stay away from work to wash die 


recewed sufficient diapers to enable us \ pers 
serve the new-born infants of Washington 


The War Production Board states that dis- 
per production is at hgh levels ilowever, 
“ to buy 


widest are 
setile with the milla 
rage immediate deliv 
from us to those 


tomers with older infants 
ntinue so that mothers ef new-born 
“rowded ie 


os 
today require maternity patients to leave 
"8 mine r and the mothers are 
not physically able to wash and sterilize 
diapers at home. Moreover 

ershave ta 


We have done and wil! continue to do every- 
thing in our power to serve the public, but 


stances where Government work 
and Navy personnel, have found it neces 


HIT PRICE RULE—Washington, D. C.., 

diaper services put OPA on the spot, 

and angered WPB, with this offer to 

absorb a price increase. (Story on 
Page 4) 


Tube Shorfage 


Causes Ipana 
fo Reduce Ads 


New York, Jan. 11.—Bristol- 
Myers Company announced this 
week that “as a result of the recent 
WPB metal order, which will 
mean a drastic curtailment of col- 
lapsible tubes for dentifrices,” it is 
dropping the _ recently-launched 
Gracie Fields show on the Blue 
Network for Ipana toothpaste and 
will reduce—to an extent not yet 
determined—comic section adver- 
tising in newspapers and its ex- 
tensive and consistent campaign 
for this brand in magazines. 

‘“‘When the supply of materials 
permits,” said Lee H. Bristol, vice- 
president, “we shall again resume 
our normal advertising for Ipana.” 
Doherty, Clifford & Shenfield is 
agency for this product. 

Other leading manufacturers of 
toothpaste and shave creams, quer- 

(Continued on Page 53) 


President Gives All-Out 
Support to Census Work 


Drastic Ban on 
Outdoor Lighting 
Effective Feb. 1 


Convention Ban 
Also Effective 
at End of Month 


Washington, Jan. 11.— White 
House “austerity” orders banning 
outdoor display illumination in 
| most parts of the country, and vir- 
|tually all conventions and trade 


shows involving more than 50 per- | 
| sons, will go into effect Feb. 1, on| 
| the basis of restrictions issued this | 


| weekend by ODT and WPB. 

The flat order against display 
lighting came from the office of 
War Mobilizer James F. Byrnes 
today in the interests of coal con- 


WPB limitation orders, it will 
black out all outdoor signs and 
displays, except in areas of the 
country where adequate supplies 
of hydroelectric power are avail- 
able. 

An extension of the voluntary 
“brown-out” experiment tried a 
year ago in the interest of coal 
conservation, the new regulation 
provides for an around-the-clock 
ban on outdoor promotion and 
ornamental lighting, this 
compulsory and binding on all 
users. 


Special Trains Out 


In ordering the step, Mr. Byrnes 
reported that the nation has barely 
squeezed through on its coal sup- 
plies during 1944, and that 1945 
would be more difficult. In addi- 


tion to action on promotion light- 
| ing, expected to save 2,000,000 tons 
(Continued on Page 56) 


Last Minute News Flashes 
Anthracite Industries Shifts to JWT 


New York, Jan. 12.—Anthracite Industries, Inc., has switched its 


account from N. W. Ayer & Son 


to J. Walter Thompson Company, 


effective Feb. 15. In 1944 the group spent $400,000, primarily in eastern 


newspapers. 


Plans for 1945 were not announced. Bituminous Coal 


Institute has not yet made plans for special advertising, through Ben- 


ton & Bowles, in connection with 
order. 


the government’s fuel conservation 


Promotes Swan Soap Offer for Babies 

Cambridge, Mass., Jan. 12.—Lever Bros. Company has begun to pro- 
mote on soap operas and the Burns and Allen program on CBS an offer 
of a bar of Swan soap for every newborn child. The offer also will be 
made in Life and Look and March issues of Good Housekeeping, Ladies’ 


Home Journal and McCall’s. 
number in New York and soap is 


Parents of babies write to a keyed box 


delivered by Reuben H. Donnelley 


Corporation in a special box with congratulatory letter from Lever. 
Young & Rubicam is agency for Swan. 


Initial Dog Food Ad Fund Set at $150,000 


Sherburne, N. Y., Jan. 12.—Directors of the newly organized Arm- 
strong Food Company, with plants here and in Danville, Ill., have 
approved an initial advertising fund of $150,000 for Armstrong dog 


meal. 
earmarked for transportation 
17 major markets. 


The campaign will start in February with most of the money | 
advertising, 
Food trade publications and pet papers will also 
12 | be used. C. Wendel Muench & Co., Chicago, is the agency. 


largely concentrated in 


Bacardi Imports Appoints Lennen & Mitchell 

New York, Jan. 12.—Bacardi Imports, Inc., has appointed Lennen & 
Mitchell, effective April 1. The account will use magazines, newspapers 
and outdoor, and will be supervised by Thayer Ridgeway, vice-presi- 


dent of the agency. 


servation. As promulgated under | 


time | 


Budget Calls for 
Complete Studies in 
Many Basic Fields 


Washington, Jan. 11.—A _ tax 
structure favorable to expanding 
business enterprises and new social 
| legislation emerged in the Presi- 
|dent’s budget message this week 
jas the domestic blueprint of the 
fourth new deal, resting heavily 
on a comprehensive fact-gathering 
program to give government and 
business accurate information on 
which to do postwar planning. 

While the war must be won first, 
| Mr. Roosevelt warned Congress 
| that no more time can be lost in 
| getting statistical studies under 
| way so that the nation will be 
equipped with the facts essential 
to getting soldiers and war work- 
ers into useful jobs. 

The budget message was replete 
with indications of economic plan- 
ning ahead. One innovation which 
| has caused considerable specula- 
|tion was a chart showing “the gov- 
|ernment’s budget” and “the na- 
tion’s budget” for 1939 and 1944 
demonstrating the portion of na- 
tional income for each year that 
comes from federal spending. 


A ‘Job Budget’ Proposal? 


Introduction of this chart, 
backed by the President’s observa- 
tion that consumer expenditures 
and business investments must in- 
crease about 50% above the year 
1939, prompted speculation wheth- 
er the administration was prepar- 
ing to adopt Senator Murray’s 
“Job Budget” proposal as its own. 

Under the Murray plan, the gov- 
}ernment would determine the 
gross national product figure which 
would provide full employment; 
then, having estimated what con- 
sumers and business would spend, 
the government would provide for 
sufficient public expenditures to 
keep the economy operating at the 
proper level. 

In his message, the President 
said that a huge backlog of de- 
mand was stored up for the post- 
war. period as a result of post- 
poned consumer durable pur- 
chases, business investments and 
other capital outlays. “Individuals, 
however, will buy the new car or 
build the new home only if they 
are secure in their jobs; business 
men will expand plants and buy 
new machinery only if they feel 


Mennen Bets a Tie 
on Shave Cream 


New York, Jan. 11.—In a new 
version of the double-your-money- 
back technique, Mennen Company 
advertising is currently featuring 
a “2 to 1 bet” under which the 
l|user either proves to his own Ssat- 
isfaction that Mennen shave cream 
| gives him a cleaner shave, or he 
sends the empty carton back, 
along with a letter telling why he 
doesn’t like Mennen’s, and gets a 


|\“handsome tie, without cost or 
| obligation.” 
| Jf the Mennen user is satisfied 


with the looks of his face, but still 


needs a tie, Mennen makes that 
leasy for him, too. “Just shoot us 
an empty Mennen shave cream 
learton and $1 (that’s our cost— 


the tie retails for more) and we'll 
|send you the tie,” readers are told. 

The “bet” expires March $31. 
Duane Jones Company the 
agency 
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confident of profitable markets for 
additional products,” he said. 

“It is the responsibility of busi- 
ness enterprise to translate market 
opportunities into employment and 
production,” Mr. Roosevelt de- 
clared. “It is the responsibility of 
the government to hold open the 
door of opportunity and to assure 
sustained markets.” 

Mr. Roosevelt asked: A postwar 
structure to stimulate consumer 
demand and promote business in- 
vestment; trade, credit, investment 
; and competition policies which 
4 would encourage new and growing 

business; “human standards,” in- 
cluding extended social security 
which would include medical care; 
better education; public health; 
improved rural and urban homes; 
and development of transportation 
and river valleys. 


Committee Renamed 
As the budget message went up 


plicit in use of “reconversion” 
during recent weeks, the commit- 
tee is now calling itself ‘“‘The Fed- 
eral Committee on Economic Sta- 
tistics.” 


Manufactures. With a full year in 
which to prepare, officials are 
planning a complete census instead 
of the sample suggested in the 
original statistical plan. 


Statistics Urgently Needed 


In his budget message, the Pres- 
ident told Congress that “statisti- 
cal information concerning busi- 
ness activities and markets, em- 
ployment and unemployment, in- 
comes, expenditures and savings 
is urgently needed as a guide for 
economic policies during the re- 
mainder of the war and during 
the reconversion and _ postwar 
periods. 

“Business, agriculture, labor and 
government need to know the 
basic economic facts if each is to 
pley its role with maximum effec- 
tiveness during the months and 
years ahead,” Mr. Roosevelt as- 
serted. 

The budget contained appropria- 


Census Figures Asked 


Mr. Roosevelt rebuked Congress 
for turning down the reconversion 
statistics program last month, and 
served notice that plans for a Cen- 
sus of Manufactures and other re- 
ports would be sent back to the 
Hill “in the near future.” 

While only fragments of the re- 
search program are contained in 
the budget submitted yesterday, 
virtually the entire proposal for a 
Census of Manufactures, Census of 
Business, and consumer income 
and expenditures. studies. will 
probably be up for consideration 
before the end of the month, offi- 
cials indicated. 

As a result of Congressional 
action in December, however, offi- 


to the Hill, representatives of vari-|cials expect that the actual sur-|tions for an expansion of the 
ous agencies interested in fact- | veys will be postponed until Janu-|Census Bureau’s regular labor 
gathering activities intensified|ary, 1946, but they promise that/force reports to provide employ- 


their work, adoping a new title to 
replace the designation “Inter-De- 
partmental Committee on Recon- 
version Statistics.” 

Perhaps to avoid penalties im- 


they will be much more complete. 

Indicative of the scope of the 
revamped plan was the decision to 
ask an immediate appropriation to 
begin spadework on the Census of 


ment and unemployment figures 
for each large industrial center, 
and for regions and states. 

More significant, it provides for 
a sample census of population to 
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INDIANA LEADS 
THE NATION IN 
INCREASED FARM 
PRODUCTION 


We have some proud porkers in Indiana. Along with our cattle, 
sheep and poultry, they have done an outstanding job in production 
during the four war years—1939 to 1943. 


Indiana farm products, including live stock, zoomed from $567,818,- 
000 in 1942, to $656,286,000 in 1943. Using 1939 as a base figure of 
100% Indiana's food production for 1943 stands at 139%, as com- 
pared to 132° for the nation. 


But farm production and income is but one of the reasons for out- 
standing prosperity of this great state, where The Indianapolis 
News is the recognized leader in public opinion and merchandising 
influence. 


&. 
“° 


Indiana's industrial growth, particularly in Indianapolis and the 33 
counties which constitute The News’ major area, has been just as 
spectacular as the increase in agrarian products. Such balance 
insures unusual stability of this market, during and after the war. 


The INDIANAPOLIS NEWS 


The Guat Hoosier Daily, Alone. Does the Job 


FIRST in daily circulation . . . FIRST in advertising 
. FIRST in the Hearts of Hoosierdom 


DAN A. CARROLL. 110 E. 42nd St, New York 17 


P 4. E. LUTZ, Tribune Tower, Chicago 11 
moage.. 
9g JOS. F. BREEZE, Advertising Director 


KASTOR HIERARCHY—As H. W. Kastor & Sons Advertising Co., Chicago, 
enters its 50th year, H. Kastor Kahn (seated left), has been elected president, 
He will be assisted by an administrative committee composed of Ruth Far. 


quhar, vice-president, and V. T. Mertz, 
_ vice-presidents Harold Merillat 


Advertising Age, January 15 
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aia 


is daw, OT 


executive vice-president (seated), and 
and J. H. Wright (standing). 


be taken as of April 1, 1946, which 
will give population figures for all 
large cities, states and regions, the 
first population gauge since Ration 
Book Four registration more than 
a year ago. 


Asks More for Commerce 


Total appropriation for the Cen- 
sus Bureau is considerably more 
than the previous year, but offi- 
cials explain that this is a book- 
keeping trick, because Census has 
formerly received large supple- 
mental funds from its work for 
war agencies. 

Further implementing the sta- 
tistical work, Mr. Roosevelt asked 
nearly 25% more money for the 
Department of Commerce’s Bureau 
of Foreign and Domestic Com- 
merce, most of it earmarked for 
the division of industrial economy, 
the division of international econ- 
omy, the division of research and 
statistics, and the distribution 
division. 

In addition to the full Census 
of Manufactures, the deficiencies 
bill which Congress will get late 
this month will contain provision 
for a full Census of Business. It 
will also ask funds for consumer 
saving, expenditures and earnings 
studies, some of which may actu- 
ally be made before 1945 ends. 


Agriculture Study Under Way 


Meanwhile the 1945 Census of 
Agriculture was already under 
way, although Congress has yet 
to provide funds for publication 
of the results. More than 26,000 
enumerators are interviewing 
6,000,000 farm operators in a sur- 
vey which will provide complete 
information about farm homes, 
equipment, population, values and 
other matters. Apparently confi- 
dent that funds will be forthcom- 
ing for completion of the work, 
the Bureau appointed William F. 
Callander, who has been with the 
Department of Agriculture for 40 
years, as chief of the division 
which will compile and publish 
the results. 

The Bureau has also begun its 
annual survey of the manufacture 
and sale of farm equipment and 
related products for 1944. The re- 
port will show industry totals and 
number manufactured and sold of 
350 specific types of farm equip- 
ment. 


Norwich Launches 
Seven Campaigns 


Norwich Pharmacal Company, 
New York, has released seven 
campaigns for 1945, through Law- 
rence C. Gumbinner Advertising 
Agency. 

Unguentine, for burns, will be 
promoted in color and black and 
white in 14 magazines; Pepto- 


|Bismol, for upset stomach, in 21 


magazines and 379 newspapers; 
Zemacol, skin remedy, in color in 
nine magazines; Amolin deodor- 
ant in newspapers of larger cities; 
Unguentine rectal cones in maga- 
zines and newspapers, and Respa- 
mol, cough remedy, in newspapers 
of some markets. 

The company also will conduct 
an institutional campaign in drug 
trade publications. 


Coca-Cola, Ford 
and Kellogg Lead 
Blue Advertisers 


New York, Jan. 11.—Coca-Cg 
Company, with $3,720,994, Fo 
Motor Company, $2,710,000, a 
Kellogg Company, $2,259,1: 
ranked highest in gross time sal 
on the Blue Network in 1944. T} 
Blue’s total for the year (AA, Ja 
8) was $41,356,129. 

Other advertisers who spe 
more than $1,000,000 on the ne 
work last year were Miles Labo 


tories, $1,828,699; General Mil 
$1,726,506; Procter & Gamb 
$1,456,017; Socony-Vacuum ( 


Company, $1,351,673; Swift & C 
$1,257,138, and Quaker Oats, $ 
219,942. 

J. Walter Thompson Compar 
with $6,100,528, led the “Blu 
agencies, followed by D’Arcy A 
vertising Company,  $3,720,9 
Compton Advertising, Inc., $ 
224,157; Kenyon & Eckhardt, $ 
259,120; Wade Advertising Agent 
$1,828,699; Young & Rubica 
$1,731,605; Warwick & Legl 
$1,511,077; Sherman & Marquet 
$1,057,752, and Dancer-Fitzgeral 
Sample, $1,029,412. 


Sensenbrenner Resigns 


Frank J. Sensenbrenner, chai 
man of the board of Kimber! 
Clark Corporation, New York, h 
resigned after completing 55 ye: 
of service with the company, » 
will remain a board member. 
successor has not yet been namé4 


Dinan Advanced 


E. F. Dinan, formerly gene! 
sales and advertising manager 
American Products Company, Ci 
cinnati, has been promoted 
vice-president in charge of sal 
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URGENT: More Nurses Are Needed imm 
ately for the U. S. Army Nurse Corps. Pile 
Mention This in Your Printed Matter. 
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Modern Industry 


LUNCH TABLE 
TOPICS 


Selected from January 15th, 1945 


Floating Plastic Now that 
it’s just off the extra-criti- 
cal list, manufacturers 
have their first chance to 
make experimental prod- 
ucts with a very unusual 
material. » » Resists chem- 
icals as well as paraffin. » » 
One of the very best elec- 
trical insulators. » » Can be | 
molded, extruded, drawn | 


like any other plastic be- | 
cause it is thermoplastic. 


Ideas That Work Each month 
right up front in Modern Industry 
a choice collection of newsy tid- 
pits is served up briefly for our 
management readers. » » And how 
they absorb them! » » Technic of 
gathering the items is easy to ex- 


» » It’s white, translucent, 


| page 45 as reported by Anne Gard- 
ner, MI Materials Editor. 


also known as “Polythene”. »» And | on page 46, ‘“‘Labor-Management’s 
one engineer said recently, “If | Postwar Role”, if labor-manage- 
polyethylene had been available in | ment cooperation is regarded as a 
1926, cellophane might never have | production tool—a device for more 
been put on the market.” » » Be sure | efficient and profitable operation of 
to see this new products story on| a plant, and not as a part of the 


collective - bargaining machinery. 
» » This complete, documented re- 
port warrants careful reading- 
analysis, for it is the opinion of 
many important plant executives 
interviewed by MI’s editors, that 
labor-management cooperation, 


L.-M. Future Dangers exist in| tested and proved successful in 


odorless, and almost completely | labor-management cooperation. » » | wartime, can become a valuable 
moistureproof, too. » » Regulations | Executives can give away essential | tool for management in reconver- 


have now been relaxed to allow any 
manufacturer 25 pounds of the ma- 
terial a month for experimental work 
on postwar products. » » What ma- 
terial is it?. » » Polyethylene plastic 


rights and authorities to grasping | sion and in the peace to come. » » 
unions unless caution is exercised. | When labor or management do not 
» » These dangers can be avoided, | separate cooperation for common 
says Kirk Earnshaw, MI Indus- | aims from matters of bargaining, 
trial Relations Editor in the report | 1.-m. activities fail. 


READER CO zeLee 


Your article entitled: “A Guide to 
Postwar Personnel Planning” proved 
so interesting that we have decided 
to try and make a similar survey in 
our two plants... 


We would like to order two copies 
of the article from your October 15 
issue, ‘‘Products from Metal Pow- 
ders’’. This article appeared on 
pages 33 to 36... 


From the information in the para- 
graph on page 36 referred to, it ap- 
pears that we may have an applica- 
tion for such filters ... 


I wish that every business magazine 
could have one or more articles like 
yours because I think inventors, pat- 
ent owners and manufacturers do 
not fully realize the danger which 
threatens our patent system. . 
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a leted the names and addresses. » » 
000, aggFor Example: Warning to Truck 
2,259, 1% 
ime sal 
1944, TI 
AA, Ja 
10 spe 
the nq 
; Labo 
al Mil™gend Fleet Owners: Petroleum-base 
GamblRircraft brake fluid, being released 
opt P n large lots as Government sur- 
a ggpus, may cause costly damage to 
’ “JRutomotive equipment. Designed 
Compal™for use exclusively in military air- 
e “Blufraft equipment made from syn- 
5 7308 hetic rubber, this oil lacks the 
ine.. $gpastor oil base natural rubber lu- 
ardt, S#ricants require. A few drops will 
Saeape ause cups in brake cylinders to 
 Legigpwell and hose lines to deteriorate 
larquetf[a a few days. 
itzgeral , 
Did Way Sometimes Best: Larger 
batches, plus a return to an older, 
signs slower method of filling bottles 


ar, cha . : 
cimberl@por a toilet-goods producer. Size 
York, h™f batches was increased from 100 


55 yea 
gany, 
iber. 
n nam 


y gene! 
anager 
any, Ci 
noted 


of sale 


plain. » » Staff-editors traveling so 


many thousands of miles on major 
story assignments are on the alert 
for and fill note-books with quick 
little ideas that work junior and 
senior miracles at their points of 
origin. » » These are assembled, 
-dited and published with complete 
ames and addresses to facilitate 
reader correspondence with the 
idea sources. » » In preprinting 
hese samples to give you an idea 
of Ideas That Work, we have de- 


saves the salaries of five employees 


0 1,000 gallons, and bottles are 
pavity-, rather than vacuum- 
lled. Company claims savings in 
ebor costs more than offsets slow- 
ess of new fill method. 


The NEED 


* There is great need for 
leaders in management and 
engineering to be more artic- 
ulate, to express their views 
publicly, to exert greater in- 
fluence in shaping the world 
of tomorrow. Modern In- 
dustry has been fortunate to 
receive many constructive, 
thought-provoking letters 
orthy of publication and 
e are glad to have a depart- 
ent (Letters to MI Editors, 
hich starts in January 15th 
sue, page 4) wherein at 
ast some of them can now 
: shared with an estimated 
juarter of a million* readers 
industry. We hope that 
nore of our readers will ac- 
pt this invitation to ex- 

ess themselves in print. 
Modern Industry 


ver 50,000 management men in over 


a ae 


a ae 


— 


500 plants responsible for approxi- 
ely 89° of U. S. manufacturing pro- 
tion receive Modern Industry. Includ- 
those to whom MI is passed along, 


ts magazine has an estimated quarter 
a million readers in industry. 


One of these days.... 
Pil Be Mr. John Q. Public... 


But, believe me, the Q no longer stands for 
Quince. Put it down now that the postwar 
world is going to be full of people who are 
extremely wise beyond their years ... peo- 
ple who from a somewhat detached vantage 
point have acquired perspective ona 
wealth of things which, growing up as nor- 
mal civilians, probably would have escaped 
them completely. 


And when these service guys and gals once 
again can wear what they like, you and in- 
dustry, and the way you do things, will be 
under sharpest observation by what may be 
anticipated to be a large, solid body of 
rather unified “public opinion”. 


N RECOGNITION of things to come... 

from the very first issue of Modern 
Industry published eleven months before 
Pearl Harbor, we pledged to our readers 
this editorial policy: “Modern Industry 
believes in the system of free enterprise. 
It will fight to defend it... It will have the 
courage to attack forces within industry 
which are injuring the system of free en- 
terprise by stupid or anti-social policies or 
practices...” 


Modern Industry believes that what is best 


for the public is best for industry; that 
the free enterprise system can survive only 
if industry puts the public interest first. 
We have sought—and always will seek— 
to determine and to urge upon our readers 
policies and practices which will win for 
industry the genuine approval of em- 
ployees, the trade, and the public. 


Common Understanding Opens All Doors 


So far, Modern Industry is the only maga- 
zine edited for all levels of management 
men in all types of manufacturing indus- 
tries ... the men who meet together for- 
mally or informally to talk things over and 
make the decisions which keep the busi- 
ness operating profitably. 


Fifty thousand of these men (exclusive of 
pass-along readers) in more than 31,500 
plants, which produce approximately 89% 
of the dollar volume of manufactured 
goods, turn to Modern Industry every 
month for unique, staff-written, interpre- 
tative and illustrated journalism on these 
major subjects: Employer-Employee Rela- 
tions, Economic Conditions, Distribution 
and Marketing, Lower-cost Production, 
New Materials, and the Industrial Signifi- 


cance of National and International News. 
Modern Industry's traveling editors de- 
velop researched reports every month, trav- 
eling more than a mile a word to do the job 
right, to help keep all kinds of manage- 
ment men informed on these matters. The 
advertising pages, too, assist these same 
management groups to plan and buy. 


Let’s see what the January 15th issue 
has for the sales-minded 

() Stopping Bad Work Before It 
INE = ei Geenbnttyaaptandadecedspionessbccaconece 33 
Big company’s simple, inexpensive 
checkup system can whittle costs, jump 
sales. Charts and pictures show how. 

(] New Product News: Polyethylene 
UMUROHONT “WEEN scascucacceonondsicescveseceous: 45 
An amazing plastic moves into the spot- 
light... also sandless glass for acids ... 

C] Labor-Management’s Postwar Role..46 
Experience-reports from hundreds of 
firms point out dangers as well as bene- 
fits of continued teamwork. 


Modern Industry 
The Staff-written Magazine of Iateryrretive Pournalian 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street 


ATLANTA 3: 1722 Rhodes-Haverty Building 


LOS ANGELES 14: 403 West 8th Street 
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Diaper Ads Hit 
Price Regulation; — 
Anger OPA, WPB 


(Picture on Page 1) | 
Washington, Jan. 10—OPA| 
found itself squarely on a _ spot, 
and WPB was thoroughly angry 
today when local diaper services 
carried their case to the public in 
newspaper ads which indicated to 
Washington’s busy mothers that 
war agency red tape was depriv- 
ing them of convenient diaper 
laundry service. 

The diaper firms put OPA on 
the spot by volunteering to absorb 
any “reasonable” price increase if 
adjustments were made immedi- 
ately to induce manufacturers to 
ship diapers. Over at WPB, the 
ads caused consternation because 
it was feared they would start a 
new run on department store dia- 
per stocks. 

In the ad, two competing serv- 


| they 


ices said jointly that they are able 
to buy only about half as many 
diapers as they need. Continuing, 
said, “We understand some 
diaper mills are not shipping be- 
cause present ceiling prices are 
too low.” 

“We are willing to absorb any 
reasonable price increase so that 
there will be no increase in the 
price of our diaper service to the 
public,” the firms said. 
this is not inflationary.” 

WPB reaction was reminiscent 
of the high temperature that ran 
at OPA a few weeks ago 
Price Administrator Chester 
Bowles learned that a group of 
stove manufacturers had hired the 
Institute 
pave the 
prices. 
would create a new buying panic, 
and they asserted that it violated 
in spirit at least the voluntary ban 
on textile promotions. 


Sees Bad Reaction 


One Office of Civilian Require- 
ments official predicted that it 


| would react to the disadvantage of 


the diaper services because it 
called attention to their activities. 


“Certainly | 


when | 


of Public Relations to| 
way for higher stove | 
Officials feared that the ad | 


According to this informed spokes- 


man, WPB was loath to allot more | 


diapers to the laundry services 
because they required more dia- 
pers per infant than are needed 
when housewives wash their 
babies’ own square pants. 

He said that if a survey reveals 
shortages of diapers in stores, sup- 
plies allotted to laundries may be 
reduced. 

Diaper 
hand, argue 


the other 
housing 


services, 
that 


on 
many 


| projects here lack proper launder- 


ing facilities and that women war 
workers are unable to handle dia- 
per washing for their children. 


OPA Put on Spot 


In suggesting that they absorb 
the price increases, the diaper 
services put OPA on the spot be- 
cause in recent weeks a clear pol- 
icy of passing price increases to 
the distribution and service people 
in order to hold the price to the 
consumer, has emerged. Such in- 
creases as they suggest would ap- 
pear to be in accord with the OPA 
policy, but Price Administrator | 


| sideration when 
| publicity campaign instead of pur- 


| tary 


t 


convince consumers and congress- 
men that price increases were 
necessary, Mr. Bowles reacted vio- 
lently to pressure tactics, explor- 
ing the matter in one of his reg- 
ular weekly radio _ broadcasts. 
Having obtained a copy of the re- 
port the institute sent to stove 
manufacturers, he told the public 
that the increase would cost the 
nation $22,000,000. 


May Hurt Textile Program 


He particularly made the point 
that the industry indicated it 
lacked confidence in OPA’s con- 
it 


suing its demands through gov- 


|}ernment channels. 


WPB feared the diaper ad might 
do further damage to its volun- 
textile advertising policy, 
already suffering from year-end 
non-compliance. Although the 
agency check of 1,400 newspapers 
weekly indicates that 95% of the 
merchants are avoiding sales pro- 
motion of textiles, the December 
violations rose to 11% and January 


Bowles would not comment today.|may reach 20%. 


When stove manufacturers hired | 
the Institute of Public Relations to | 


When the non-promotion policy 
went into effect in the summer of 


HE above is a headline from a recent 
issue of Export Trade and Shipper. 


Farsighted Export Executives are laying 
plans now for this business. 


Many of them, in fact, 
are now advertising in Ingenieria Interna- 


Huge Demand for Industrial Equipment | 
Predicted for Postwar Latin America 


$10 Billion Potential Market Seen by CIAA 
for the First Ten Years of the Peace Period 


280 manufacturers 


cional Industria for continuing, economical 
contact with this magazine’s Latin American 
industrial and engineering, governmental and 
importer paid subscriber readers. Meanwhile 
our Trade Counsellors Staff is helping these 
manufacturers line up Latin American sales 


distribution, ete. 


If you are interested in selling this field, 
and to give you an up-to-date picture of Latin 
American activity, ask for 


1. Expanding Latin American Industrial 


and Construction 


” 


BUSINESS PUBLISHERS 


Latin American Business Week Reprint. 


MA 


vour free copies of : 


Programs. 


INTERNATIONAL CORPORATION, 330 


(Affiliated with McGraw-Hill Publishing Co., Inc.. and Chilton Co., Inc.) 


cansrRoccias 


Tttomabiie 


E 


WEST 42nd STREET, 


NEW YORK 18, N. Y. 


published monthly in Span published monthly in Span published monthly in Eng published monthly in Span 

ish, circulates to the Latin ish, circuldtes to the Latin lish and circulating on a lish and circulating on 

American industrial and en American construction and paid subscription basis to paid subscr’ption basis 
engineering. governmental! the automotive trade and a 


gineering, governmesta! and 
importing peid subecriber 
Established 1919 


and 


readers ivis 


ecriber 


paid sub 
Established 


importing 
readers 


Established 


transport field in Asia 
Africa, Europe and Oceania. 
1924. 


the automotive 


America. Established 


trade and 
transport fleld in Latin 
1917. 


published monthly in Span- 
a ish and circulating on a 
to paid subscription basis to 
the drug trade and health 
fiell in Latin America, | 
Established 1925. — 


resorted to aj} 


Advertising Age, January 15, 


| 


945 


Now PLENTY OF POST 


NATA-PAX 


Hechowey DIAPERS ~~ 


SOF) as 8 Baers teem 
ame HeTED wits Baer On 


EVER FRESH. WATERPROOY 
——— PANTIES TO HOLD MATA Pax 


Been bit by the f shortage’ Here's the anewer A 
department sores. chaldren's apparc! mores. and drug and e 
1@ ery swores Or write Nate Lee 2900.Chanin Bidg, NY C git 
y, 
STOP WASHING nm tnnnen ah | 


wSENATA PAX 


DIAPERS 


NEW MARKET — Nata-Pax diaper; 
product of National Paper Product; 
Co., New York division of Crown. 


Zellerbach Corp., were promoted jn 

the New York market for the first time 

with this full page in the Daily News 

Wortman, Barton & Goold, New York 
is the agency. 


1943 it was agreed not to use any 
expressions which would indicate 
that limited quantities of goods 
were available, or that mentioned 
time limits on the offer. 

Most violations of the policy 
have centered around use of the 
expression “clearance,” the mer- 
chants tending to use substitute 
words, or to emphasize the word 
“sale” in their copy. 

All bona fide clearances are per- 
missible under the restriction, but 
merchants have been asked to use 
the same size type for “clearance 
and “sale.” No goods may be 
specially secured for such sales 
Scare expressions, such as “we are 
not able to get any more of these’ 
are especially undesirable, it is ex- 
plained. 


Pepsodent Appoints 
Brodsky and Gray 


Frank R. Brodsky, advertising 
manager of Elgin National Watch 
Company, Elgin, Ill., for many 
years, has been appointed adver- 
tising manager of Pepsodent Divi- 
sion of Lever Brothers Company, 


Geoffrey Gray Frank Brodsky 


Chicago, according to an anh- 
nouncement by George R. Sieg 
Jr., director of advertising and 
merchandising. 

Geoffrey Gray, formerly with 
United Wall Paper, Ince., «nd 
Brunswick-Balke-Collender Com- 
pany, Chicago, has joined Pepso- 
dent as display manager. 

Replacing Mr. Brodsky as E!z!! 
advertising manager is Gordo! 
Howard, who has been assisi:n! 
advertising manager since 1!40 
Mr. Howard joined Elgin in 1920 
working on the company’s house 
organ until six years ago, when he 
was transferred to the advertis n: 
staff. 


“MEET YOUR CONTRACTO!-— 
BUILDER CUSTOMER”— 


the sensational descriptive booklet of 
the Building Market. Contains informa 
tion impartially presented that's easily 
understood about the building that a! 


Send for a capy of this beoklet, jus 
off the press, or ask your advertising 
agency about it. 


PRACTICAL BUILD 


59 East Van Buren Chicagi 


the talking is about. | 
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-” Com- \\ ITH RARE EXCEPTIONS, it’s a safe, sane, and successful adver- 

Pepso- 

s Eici tising axiom to cultivate both male and female, to sell both 

Gordo! , 

ssistan husband and wife, both son and daughter. You do both when 

© 

vag tee you advertise in The American Magazine. It’s edited with dual 

vhen he : pate 

ertising sex appeal, edited to double-expose your advertising to millions 

—< of women and millions of men who buy The American Magazine 
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THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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FCC Ruling Moves| 


FM ‘Upstairs’; Gets 
Ready for Video 


Washington, Jan. 12.—The FCC | 


distributed today for Tuesday 
morning release detailed proposals 
stemming from its allocation hear- 
ings which would open the way 
for commercial television as soon 
as the equipment is available, and 
transfer all FM broadcasting to a 
higher spot in the radio spectrum. 

To speed television to the pub- 
lic, the Commission ruled that 
existing “downstairs” standards 
favored by NBC and radio manu- 
facturers shall remain in force and 
that experimental channels for de- 
velopment of color television shall 
be reserved in the high frequencies 
advocated by CBS. 


Under the FCC proposals, which 
will be subject to arguments from 
the industry Feb. 14, the 500,000 
existing FM receivers eventually 
become obsolete as the 46 stations 
now operating move to a higher 
position on the band, where the 
media will have 70 commercial 
and 20 non-commercial educa- 
tional channels instead of the 
present 35 commercial and 5 
educational. 


Subscription Radio Possible 


The way remains open for ap- 
plications on these bands for sub- 
scription non-commercial radio. 
Since Commission regulations for- 
bid publication of the allocation 
plan before Tuesday, Jan. 16, a 
full report, including industry re- 
action and information which will 


‘Sweets Shifts Agencies 


| Sweets Company of America, 
|Hoboken, N. J., on Jan. 1 shifted 
|its account from Duane Jones 
| Company to Ivey & Ellington, New 
| York, for advertising of Tootsie 
|Rolls and other Tootsie candies, 
_and VM, vitamin and mineral for- 
'tifier. For the latter 
|Sweets sponsors 


product, 
“Dick Tracy” 


Kleinhans, he was with J. Walter 
Thompson Company, Chicago, and 
Wm. Hengerer Company, Buffalo. 


Glass Account Placed; 


Warren Joins Griswold 


Griswold - Eshleman Company, 
Cleveland, has been appointed to 
handle advertising of the container 
and closure division of Anchor 


\thrice weekly on the Blue Net-| Hocking Glass Corporation, Lan- 
| work, and for other products, uses | caster, O. 


| newspapers, comics and magazines. 
|Plans for 1945 have not yet been sales promotion manager of Coo- 


formulated. 
Schutz to Join Agency 


years 


R. J. Schutz, for the past 10/| 
advertising manager of 
Kleinhans Company, men’s wear 
store, will become a_ vice-presi- 


Robert S. Warren, formerly 


per-Bessemer Corporation, Cleve- 
land, has joined the agency as 
assistant account executive. 


Siegler to Bloch 


Siegler Enamel Range Company, 


| Centralia, Ill., maker of oil heaters 


be divulged at a special press con-|dent and member of Baldwin &|and gas ranges, has appointed H. 


ference Monday, will appear in 
ADVERTISING AGE Jan. 22. 


| Strachan, Ine., Buffalo, 


mR. 


|George Bloch Advertising Com- 


|agency, March 1. Prior to joining | pany, St. Louis, as its agency. 


clamoring market 


If a community has 43,521 babies, and 
361,000 children from 1 to 14, and 
194,000 girls of marriageable age, 
and 876,000 people earning money, 
and an aggregate of nearly 2,000,000, 
that community and its trading area* 
must be quite some market. 


Particularly if that community is a 
stable one, with a high percentage of 
homes owned by the occupants. And 


of things peculiar 


This definitely is 


*Philadelphia trading area 3,844 960 


buys, in addition to the quantity and 
variety expected of 2,000,000, a lot 


third largest city of 
it is a relatively easy buying unit to 
reach because nearly 4 out of 5 of the 
families daily read one newspaper. 


to home ownership. 


not a hypothetical 


structure of potential buying power. It 
exists—in the flesh. It is Philadelphia, 


the U. S. Moreover, 


That one newspaper is The Evening 
Bulletin. A newspaper that goes home 
in this City of Homes. Has a circulation 
exceeding 600,000, the largest eve- 
ning circulation in America. 


In Philadelphia— 
nearly everybody 
reads The Bulletin 
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$500,000 Sought 
As First Goal 
In BMB Plan 


New York, Jan. 11.—Wit!h 4. 
nancial support by broadcaste's ay 
the first essential in starting op. 
erations of the Broadcast J\\eas. 
urement Bureau, pledges from sta. 
tions totaling $500,000, or haf os 
the estimated cost of BMB’: }j. 
ennial survey, will insure the sye- 
cessful initiation of the pri jeg 
Hugh Feltis, recently-named \\ea¢ 
of the bureau, told a press corifer. 
ence in New York this week, fo]. 
lowing an organizational mee ing 

At the meeting, Mr. Feltis wa; 
given the title of president of the 
BMB, and the board also ap. 
nounced the appointment of \Mel- 


‘ham, Louis & Brorby, Chicago, a; 
the sixth member on the boar 
|representing the Four A’s. 

Mr. Feltis said he expects to re. 
|turn to New York around March 25 
|after presenting the BMB plan ; 
detail to station men during the 
regular district meetings of the 
NAB, first of which is Jan. 15 
Memphis. If the stations have 
pledged their support, as antici- 
pated, BMB’s next move will be ty 
assign a research organization for 
the selection and tabulation of the 
1,000,000 persons to receive the 
/questionnaires on station coverage 


All Stations Invited 


All stations, whether or not they 
are NAB members, are invited to 
become BMB subscribers. They 
will sign a two-year contract 
1945-46—with BMB, with the cost 
of membership based on each in- 
dividual station’s annual income 
Both AM and FM stations are 
eligible for membership. 

In addition to Mr. Brorby, the 
representatives on the board for 
the Four A’s are Frederic R 
Gamble, president of Four A’s; D 
E. Robinson, director of research 
Pedlar & Ryan; Carlos Franco 
head of station relations, Young 
& Rubicam; Linnea Nelson, chie! 
time buyer, J. Walter Thompsor 
Company, and Leonard T. Bush 
vice-president, Compton Adver- 
tising. 

Representatives for the Associa- 
tion of National Advertisers are 
Paul B. West, president of that or- 
ganization; A. N. Halverstadt, di- 
rector of media, Procter & Gamble 
Company; J. A. Allen, coordinator 
of domestic and foreign advertis- 
ing and sales promotion, Standard 
Oil of New Jersey; Donald B 
Stetler, advertising director 
Standard Brands, Inc.; Robert F 
| Elder, director of market researc) 
Lever Bros. Company, and Joseph 
M. Allen, assistant vice-presiden! 
and advertising manager, Bristol- 
Myers Company. 


General Electric Co. 
Promotes Gibson 


Robert L. Gibson, advertising 
assistant to Robert S. Peare, vice- 
president of General Electric Com- 


pany, Schenec- 
tady, has been 
named _ = adver- 


tising and sales 
promotion 
manager of 


G-E’s new 
chemical de- 
|partment. He 


also becomes a 
member of the 
advertising 
committee. 

Mr. Gibson Mesa 
hes been with  “sber? Sibson 
General Electric in the publ it) 
department since 1925, with thé 
exception of one year as pv)! 
relations director of Lafayette 
lege. 


McNutt Joins Botsford: 
Soule Appoints Agenc / 


George C. McNutt, formerly 
vertising and _ public rela 
|manager of R. G. LeTour 
Inc., Peoria, Ill., has joined 
San Francisco office of Bots 
|Constantine & Gardner to st 
vise accounts in the heavy it 
try field. 

Soule Steel Company, San F 
|cisco, manufacturer of steel 


and windows and light fabric te 


steel products, has appointed I 
fcrd to direct its advertising 


vin Brorby, vice-president, Need. & 
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/ FIRST? 


Information 
the Most Im- 
Study ? 


120,000 Pages Filled With Vital Drug Trade 
Await Tabulation. Will You Help Us Select 


portant Subjects for Immediate 


ek, fol. 
Itis was 


»2RUG TOPICS research lads are rapidly going nuts. In their laps the 
ing the ore than 5,000 filled-in questionnaires. Each one of these returned 
hav nges packed with meaty data. Each questionnaire contains 348 
ill be carefully considered answers. 5,000 questionnaires x 24 pages 


druggists of America have dumped 
documents IS A BOOK containing 24 

queries and most books contain hundreds 
= 120,000 pages full of drug trade facts. 


rill be to 
ition for 


ive tf4000 answerers x 348 questions = 1,740,000 bits of information , awaiting tabulation. § Perhaps we made a 
overage £ . 

i istake in mailing this document to every druggist in the 4 United States. Maybe we should merely have 
not they 


vited wfone one of those ‘‘adequate sample’’ jobs. Certainly we greatly underestimated the influence and power 


They ° ° . . 
ntract- If T)RUG TOPICS because we thought that a 2% or 3% return on a questionnaire of the frightening pro- 
‘ncomefortions of this one would be good. (We’ve already  / received about a 10% response.) § In any event, the 


Ons are 


job the like of which we’ve never faced. 4 Eventually, 
of this statistical slough and all information will become 


it’s in the fire and we’re stuck with a tabulation 
course, we will be able to dig our way out 
search vailable. IN THE MEANTIME, WE ARE 

n, chit fAGER TO TABULATE AT ONCE THE 


rby, the 
yard for 
leric R. 
» A’s: D 
‘esearch 


ANSWERS TO THE PARTICULAR QUESTIONS WHICH 


10M psor : 
Push RE OF GREATEST INTEREST TO THE MANUFACTURERS OF THE DRUG TRADE AND THEIR 
Associ MD VERTISING AGENTS 
sers are 
oe on A Few of the Questions Drug Topics’ Nationwide 
Gambl Survey Will Answer 
"chart How many druggists mote store policies in druggists throughout 
nald B throughout the U. S. their communities. America get? In Mas- 
‘ector will replace or enlarge What means of deliver- sachusetts? In Ohio? 
obert F their present soda foun- ing orders will they In New Jersey? 
esearch — :: Pa ee eer in a A ell ge rea 

seph nois? In California? acific Coast? e At- : 
resi In Texas? lantic Seaboard? ne pan oe Face 


How will urban drug 
stores improve their re- 
lationships with physi- 
cians as compared with 
rural drug stores? 


What methods will 
druggists use to pro- 


What are the drug 
stores in the South 
planning to do about 
air conditioning? In the 
northern states? 


What new Rx Depart- 
ment equipment will 


more attention to an 
Animal and Poultry 
Health Department? A 
Packaged Medicine De- 
partment? A Cosmetic 
Department? Magazine 
Department? Vitamin 
Department? 


Over 300 questions like these have been thought through by over 5,000 
pharmacists whose answers await tabulation. 
first? Please help us decide! 


Which subjects shall we cover 


eae , 
| y . Drug Topics, 330 West 42nd St., New York 18, N. Y. 
4 0 iy y 0 U C A N “ E L P - Gentlemen: Please send me a copy of the 24-page booklet ‘““My 
! Plans For Tomorrow” which you mailed to every retail drug- 
‘ gist in America. I want to study the questions and let you 
ubl it) # You manufacture any product sold through drug stores, or if you make 1 know which facts to be revealed by your survey I would like 
‘g icfty equipment used by druggists, or if you are an advertising agent or |! to have first. 
‘tte °! M account executive having a drug trade manufacturer as a client, we ; 
ge you to sign the coupon, tear off and mail. It will bring to you a copy . oe Title 
rd; “Vly Plans for Tomorrow”. Quickly you will be able to see which p00 
nc’ Pes ions are of primary interest to you or your client . . . which facts to 
_ sit TC vealed by our study you'd like to be given FIRST. 2 TT CET TC TET TT Te TT eT TT eT TOPE TTT Ee TT ee 
our! 4 
Jot. aff You will then express your interest in the specific phases of our study 
> sv er hich excite you most, we will give these parts high priority on our tabu- i er re 
y i : ’ i 
oe ling schedule and bring you the information you most desire at the | | 
me 7 iliost possible moment. ; City . err TT Cre Tee Zone No. ...... re 
ed B ts , 
ing RUG TOPICS, 330 West 42nd Street, New York 18, N.Y. | 
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Survey Experts 
Criticize Gallup 
Sampling Methods 


Washington, Jan. 11.—Asserting 
their faith in scientific sampling 
as a means of testing public opin- 
ion, a committee of top govern- 
ment survey experts told the 
House campaign expenditures 
committee today that Dr. Gallup’s 
Institute of Public Opinion erred 
during the 1944 election because it 
relied on inadequate samples and 
untrained enumerators, resorting 
to interpretation factors when bet- 
ter sampling methods were avail- 
able. 

While the committee clearly 
states that the criticism did not 
necessarily apply to other surveys 
conducted by the Gallup organiza- 
tion, it suggested that Dr. Gallup 
might have done better if he had 
|taken smaller samples in more 
|areas, and devoted more attention 
to training and disciplining his 
field representatives. 

Composed of Dr. Louis Bean of 
the Budget Bureau, author of 
“Ballot Behavior; Morris Hensen 


of the Census Bureau, expert on 
area sampling; Dr. Rensis Likert 
of the Bureau of Agricultural 
Economics, proponent of the use 
of professional interviewers; and 
Philip M. Hauser, assistant direc- 
tor of the Census Bureau, the 
committee paid lavish respect to 
Dr. Gallup for “contributing ma- 
terially to the development and 
acceptance of sampling methods.” 


Unnecessarily Severe Test 


It pointed out that election pre- 
dicting constitutes ‘an unneces- 
sarily severe test” of polling pro- 
cedures because two simultaneous 
tests are required: One, the pro- 
portion of people favoring each 
candidate, and the other, the per- 
centage that will actually vote. 
“Scientific sampling and survey 
techniques now available, care- 
fully and rigidly used, will yield 
information relating to public 
opinion and to economic, political 
and social matters, that is depend- 
ably accurate with relatively small 
margins of error at great speed 
and with low cost,” the commit- 
tee said. 

The statement. started out 
praising Gallup for “sincerely try- 
ing to use scientific polling meth- 


CIRCULATION 


VERSUS 


DISTRIBUTION 


* Modern Plastics Magazine, as 
the only audited circulation 
publication in the plastics field, 
republishes this advertisement 

as a guidance for all advertisers. 


ODERN 


LASTICS MAGAZIN 


... the only ABC plastics paper 
... the authority on the subject 
... the established institution in its field 
... one of America’s great industrial publications! 


= 


@ Circulation is readership. 

Distribution is an uninvited guest. 

Circulation is bought and paid for—by the reader. 
Distribution is bought and paid for—by the publisher. 


Distribution is artificial circulation—a selection of 
names which satisfies the publisher’s mental vision 
of what a circulation list should look like. 


In circulation, the reader selects the publication. In 
distribution, the publisher selects a list of names 
he hopes will be readers. 


MODERN PLASTICS’ circulation has been built up 
over 21 years of service to the plastic industry. 
Numerically it means that 10,734 hard-headed busi- 
nessmen have decided they need MODERN PLAS- 
TICS enough to pay $5.00 a year for it. 


MODERN PLASTICS is known by its readers (and 
the 3,000 more who have paid to be readers even 
though subscriptions are not available) as the avu- 
thoritative fountain-head of facts and information 
about plastics. Its extra-curricular activities for the 
plastics industry in public relations, motion pictures, 
News and Washington Bulletins and others have 
served to anchor and solidify its position. 


Actually there is no comparison because — 
distribution is lifeless — 

a postage stamp, a mailing sack, a waste-basket. 
CIRCULATION IS ALIVE —IT BREATHES, BUILDS 
AND BUYS. 


MEMBER AUDIT BUREAU @ 
OF CIRCULATIONS 


PUBLISHED BY MODERN PLASTICS, INC. 
122 EAST 42nd STREET, NEW YORK I17, N. Y. 
Chicago * Washington + Cleveland + Los Angeles 
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ods in its 1944 election poll,” ang 
it pointed out that final estir ates 
“were more accurate than ‘hog 
for previous elections.” 

The committee then launches 
into a detailed discussion of Ga}. 
lup operations, strongly atta cing 
his sampling procedure, anc hig 
practice of adjusting results ae. 
cording to arbitrary calculatix 

Noting that Dr. Gallup hi 


has adopted checks becaus: 
recognized inaccuracies in the 
“quota-sampling” method, _ the 


committee pointed out that la 
accurate population data mak°s jt 
impossible to assure that rep. 
resentative cross-sections of the 
eligible voting population are 
reached. Further, the commit. 
tee said individual enumerators 
free to select respondents at ran. 
dom, can easily introduce _inac 
curacies in the sample by speak. 
ing with persons of the wrong 
education, church or employment 
characteristic. 


FC&B Elects Three 
New Vice-Presidents 


Milton H. Schwartz, A. J. Brem-. 
ner and John F. Hunt, all member 
of the Chicago executive staff of 
Foote, Cone & 
Belding, have 
been elected 
vice - presidents 
of the agency. 
Mr. Schwartz is 
creative super- 
visoronthe 
| Frigidaire divi- 
sion of General 
| Motors account 
and account 
|}executive for 
Majestic Radio Milton Schwart 
|& Television 
Corporation. He had been with 
|Lord & Thomas for over a decade 
|before joining Foote, Cone & 
| Belding, and 

” has a wide 
background in 
public — utilities 
and banking 
advertising. 

A. J. Brem- 
ner handle; 
copy direction 
on the Hiran 
Walker and 
Pepsodent Div- 
sion account: 

A. J. Bremner He has __ beer 

with Foote 
| Cone & Belding since its organiza- 
| tion and previous to that was wit! 
Lord & Thomas, H. W. Kastor & 
Sons, Blackett- 
Sample - Hum- 
mert, McJunkin 
Advertis- 
ing Agency, and 
Russell T. Gray, ° 
Inc. 

John F. Hunt 
is director of 
new _ business, 
and heads the 
account — plan- 
ning and man- 
agement __ divi- John F. Hunt 
sion of the 
agency in Chicago. He had pre- 
viously been with General Out- 
door Advertising, Maxon, Inc., and 


< of 


Young & Rubicam as_ accoun' 
executive. 
Stuart V. Dawson, former! 


head of radio production for Young 
& Rubicam, Chicago, has joinet 
Foote, Cone & Belding as directo 
of radio in the Chicago office. 


Show Postwar Products 


of 100 Manufacturers 


National House & Farms A>=s0- 
ciation, Inc., New York, home 


builder operating in New Jerse) 


|is opening at 230 W. 41st St o 


Jan. 15 a Postwar Home Sho 


the products of 100 manufactu: °rs 


A library of 500 booklets 
circulars describes them. 
Featured is a “prepacka 
house, built by Stran Steel P: 0c 
ucts, U. S. Gypsum and o "é 
companies, intended to sell, m 1s 
cellar, after the war, for less 
$3,000. Some 200 different p! 
articles are included in the s 


Easton Joins Publisher 

C. D. Easton, formerly adve 
ing manager of Philip Carey ¢ 
pany, Lockland, O., has 
named advertising and sales 
motion manager of Industrial F 1° 
lications, Inc., Chicago publi: 
of building and industrial pu” 
cations. 
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ad pre- 
al Out- 
nc., and 
account 


ormer! 


I, personally, take 
1 of the nation's leading 
ies and five leading daily 
including three of the 
S most important financial 


and nothing equals your 
ie. " 


oryell, Jr., Vice Pres. 
JORYELL & SON 
SIATED CORPORATIONS 
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The “Tomorrow” pages (originated by The 
United States News) have been simulated 
in appearance by a number of national 
magazines... BUT only in The United 


States News do these typewritten pages 


REPORT 
SPOT-ANALYZE 
FORECAST 


the vitally important news of national 
affairs. They point out with unfailing 
accuracy the trends which influence the 
policies that top management men are 


shaping from day today ...... . 


Most advertisers to industry (themselves industrialists) know 
that The United States News is closely read and closely fol- 
lowed by its subscribers. 80° of whom read the magazine at 


home ... They know that 90°. read it from cover to cover. 


The Direct Route to 


those who O.K. both 
corporate and family buying 
* 


Daniel W. Ashley 


Vice President n Charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y. 


* The only publication of its kind k 
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Admen ‘On Hook’ 
Under New Work 
or Fight Rulings 


Washington, Jan. 11. — Agencies 
and publishers are due for a con- 
tinuous case of manpower jitters 
during the next few critical war 
months, it was clear this week, re- 
gardless of whether Congress 
comes through on “work or fight” 
or national service legislation. 

As a less essential, or unclassi- 
fied activity, they will probably 
be permitted to hang on to their 
present manpower only so long as 
manpower supply of local critical 
industries permits. 

Whether manpower shifts are 
induced by Congressional action 
or by orders of executive agencies, 
all kinds of pressures and safe- 
guards can be expected to place 
draft-deferred or rejected man- 
power at the disposal of local 
manpower authorities. 


Hearings now under way in the 
House on labor control measures 
seem to center on two objectives: 
first, to freeze workers now in 
essential industries in their jobs; 
second, to enable the government, 
when it wishes, to put an effective 
squeeze on 4F’s to move them 
where it wishes. 


Holds Heavy Club 


Most officials concede that no 
nationwide movement of 4F’s into 
war jobs will be necessary. In 
most areas the manpower situation 
has not deteriorated that badly. 
In communities where production 
is failing for lack of labor, how- 
ever, the 4F legislation would give 
the government a heavy club over 
the heads of less essential workers. 

National Selective Service head- 
quarters reported this week that 
employers throughout the country 
are moving to have their 4F labor 
classified as 2A(F) or 2B(F) asa 
matter of protection. In encourag- 
ing this trend, Selective Service 
pointed out that there is no longer 
a national list of essential indus- 
tries and that the essential classi- 
fication is in the hands of local of- 
ficials to determine in the light of 
local conditions. Thus, it is point- 
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yercord DECAL Window Signs 


Three out of every four retail sales dollars are spent 

by urban buyers...in thousands of stores, along hundreds of Main Street 
sidewalks in America! Cash in on th‘s preferred ‘Sidewalk 
Circulation’’...spotlight your brand names...identify your 
dealers...with Meyercord Decal window signs and valances, on store-fronts, 
doors and windows...in any size, design or colors. They're 

washable, easily applied and provide lasting day-and-night advertising. 
Capitalize on that moment when...and the place where... your 


advertising message has its maximum selling value...the point of sale! 


Plan to cash in on America’s most valuable advertising 


coverage...‘‘Sidewalk Circulation”...with Meyercord Decal Signs. 


Write for suggestions on a single Decal sign or a complete 


program. Free design service. Address Department 39-1, 


Buy War Gonds...and Reese Them 
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ed out, what is “essential” jp 
loose labor area might be og 
pletely “non-essential” in « or; 
ical area. 


Little Likelihood of Lay, 


Except in Group One, or ¢ vitic 
areas, and a few Group Two are; 
officials indicated that draft boa, 
would be inclined to be satisfg 
with any 4F who could indica, 
that he was usefully employeg ; 
war supporting work. Whi'2 
opinion was probably intended { 
prompt employers to have the 
4F’s reclassified, it raised the po; 
sibility that 4F’s in less essenti 
work in loose labor areas might } 
better off to wait the tice , 
events. 

Congressional feeling on n; 
tional service definitely took on 
“we must be convinced” attitud 
Opposition to 4F restrictions dq 
veloped too, but there was eve 
reason to believe that Selectiy 
Service will clamp down on 4 
when necessary regardless of th 
fate of legislation. 

Top WPB officials told key go 
ernment information men yeste 
day that the critical manpowg 
situation, though involving o 
about 200,000 workers, was th 
most difficult yet faced, becaus 
only a few of the jdbs can yim 
filled by women. On the otha 
hand, Under Secretary of Wi 
Robert Patterson said that 600 
000 more men, from the farms an 
war plants will be needed in th 
armed forces within six months. 


Ten Advertisers 
Go All Out to Aid 
Merchant Marine 


New York, Jan. 11.—Among t! 
advertisers answering the “hurry 
call” on Merchant Marine recruit 
ment in the last month, ten wer 
named specifically as making 3 
all-out effort in their radio a 
newspaper advertising to call 
men with sea training to help ¢ 
supplies to our fighting me 
Those ten advertisers, who amor 
other things, inserted special mej 
sages on their radio programs oul 
side of the usual announcemen 
allocated through the OWI, we 
National Distillers Products Col 
poration, F. & M. Schaefer Bre 
ing Company, Hoffman Beverag 
Company, Firestone Tire & Rubbé 
Company, Standard Oil Compai 
of Ohio, Climalene Compan 
Esso Marketers, Goodyear Tire 
Rubber Company, Liggett & Mye 
Tobacco Company, and Gulf 
Corporation. 

National Distillers which got bé 
hind the drive last August, (A‘ 
Aug. 18), has also launched 
campaign in the Negro pre 
through Interstate United News 
papers. Typical ads, backed 3 
various advertisers, suggest th 
“This is no time for a Negro se > 


man to remain ashore...’ a 
described the jobs open, with 1 

added incentive that the Merchaj 
Marine “has no postwar conve her 
sion problem.” 

Agencies preparing the Negi 
press copy are Lawrence Fer 
Company and Lloyd, Chester 
Dillingham, New York. Campals 
manager for the over-all drive 
Leslie Hickson, National Distillet 
with the task agency, Kenyon 
Eckhardt, New York. 


Stansbury Leaves Fieldi 
to Join St. Louis Store 


Olin O. Stansbury, advertisil 
manager of Marshall Field & C@ 
Chicago, will resign Feb. 1 to 0D 
come publicity director of St 
Baer & Fuller, St. Louis des 
ment store. He has been a mel 
ber of Field’s advertising staf f 
19 years. 

Margaret Egan, assistant a’Vv 
tising manager, will succee: 
Stansbury as advertising ma! 
She has been a member « 
store’s advertising staff f 
years. 


Sweets Co. Appoints 

Sweets Company of An 
Hoboken, N. J., has appointe 
& Ellington, Inc., Philadelp! 
handle its advertising. The 
pany’s products include T 
Rolls and Tootsie V-M, adve 
currently on the Dick Tracy 
show. Additional media plan 
be announced later. 
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... like California without the 


: BILLION DOLLAR 
= | scroryou who sive on sous, WALLEY OF THE BEES 


Merchal here’s what Sales Management’s 1944 Copyrighted Survey shows 


> conve 


ie Neg V The Valley of the Bees has 1,220,000 people. HERE'S an added Billion Dollars worth of buying power in 
Aide pasa yg A meaere teas, aoe popula- California that maybe you've overlooked. It’s in the Billion 
~ . ion imore 0 eveland, . . . . . 
Campaig | Dollar Valley of the Bees . . . a rich, 500-mile inland basin with 
seer ¥ v gto ay? aon = Bi ge: Bi more population than Oregon. More farm income than Pennsyl- 
enyon /y than the total urban EBI in 30 of the na- vania. More actual retail sales than Boston, or Pittsburgh, or 
/ i i tion’s 48 states. San Francisco.* 
- et oe Retail sales in the Valley totaled $774,155,- . . : 

Field j " Zan dele cs lea Ua te sais aoe Prosperous folks in this amazing valley saved over three 
ore exceeded that figure. The Valley ranks right quarters of a billion dollars in 1943, while they were spending 
ve yy ye more than that.* 

ld & a ea oO suc ma Ss > . a tad 
, D. C,, Pittsburgh, San F . , . 

t a You can’t convince these Valley folks with outside news- 
s decal | dal tea tenes McClathe Tae domionn ‘a papers. Distances make it as tough as attempting to sell New 
at oe Valley trading he + where e} * “2 Yorkers with newspapers in Philadelphia. 

, Sta — those people . . . where 81% of all that X 
at Ps ‘y is concentrated ... where 88% of all those But you can do the job with the three McClatchy Bees. The 
a /? \ . : 
cee \ AS retail sales are made. Sacramento Bee, The Fresno Bee, and The Modesto Bee belong 
mene Ng on your “A” schedule because these papers are a daily habit 
: ' ABC cov f 88% i opoli M4 . 
st +4 ee Se ee with most of the prosperous people in the Valley. 
double circulation of nearest competitor. 
its % x 

An Only daily newspaper in city of 
nte Modesto. ABC coverage of 54% Gv 
elp! thruout this rich agricultural empire. F \ 

The 

Pe. Only dail paper in »> 
, nly aily newspa ! 

ot ~ ee ll ABC circulation larg- 

1 . est of any interior California 
— city between San Francisco National OR agile & ORMSBEE, INC. 


and Los Angeles. 
New York + Los Angeles + Detroit +* Chicago «+ San Francisco 
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No Conventions in 1945 


Very few major conventions 
will be held in advertising and 
related fields in 1945, as prompt 
and cheerful compliance with the 
suggestion of the government may 
be taken for granted. Unless 
meetings can be shown to be 
directly related to the war effort 
or will attract attendance of less 
than 50, they are expected to be 
called off. 

During 1944 most of the meet- 
ings which have been a regular 
part of the convention calendar 
in the advertising and marketing 
field were held, and as in most 
lines of business they were bigger 
and better than ever. This was 
to be expected, since wartime 


. | 
problems made convention attend- | 


ance more profitable than ever 
before. They also made it difficult 
for those traveling on war busi- 
ness to obtain transportation and 
hotel accommodations, and brought 
about a condition which almost 
demanded the action that was 
actually taken. 

Though national meetings will 
necessarily be eliminated in almost 
all cases, it is entirely possible that 
ways and means can be found to 
give members of associations the 


service which they have been in| 


the habit of receiving through 


attendance at the annual conven- 
tions. Additional information will 
be provided by mail, and no doubt 
| more local and regional meetings 
will be held, provided these are 


restricted in attendance to the 
allowable minimum. 
In other words, the speakers 


and executives who usually pro- 
vide the information and inspira- 
tion at national meetings can do 
the traveling while the members 
stay home. This will mean harder 
work for them, but small scale 
local meetings can be made very 
useful, especially when supple- 
mented with an increased amount 
of information supplied from 
| headquarters. 

American business men are the 
greatest convention goers in the 
country, and while there has been 
plenty of fun at these meetings, 
they have had a serious purpose 


most cases. Trade shows and ex- 
hibits held in connection with 
them have also represented a val- 
uable source of business informa- 
|tion. Here, too, we expect to see 
the activity continued in the form 
of traveling exhibits, which will 
take the information to the cus- 
tomer instead of giving it to him 
| while he is attending a convention. 


Competition in Advertising 


The most impressive and signifi- | 
cant feature of the tabulation of | 


estimates of the billings of leading 
advertising agencies, published for 
the first time 
issue of ADVERTISING AGE, 
evidence which it offered of the 
intense competition which prevails 
in the advertising field. The turn- 
over of accounts which represented 
the rise and fall of volume of indi- 
vidual agencies was the result pri- 


marily of the efforts of advertisers | 


to improve their performance. 

As more exact measurements of 
the effectiveness of advertising, in 
sales as well as reader- 
listening, avail- 
the advertisers who believe 


terms of 
ship and become 


able to 


in research as a guide to their 
marketing operations, the work of 
ivertising agencies falls under 


Because ad- 
vertising expenditures are a large 


more severe scrutiny. 


part of the sales costs of many 
companies, no advertiser can 
afford to be complacent nor to 


assume that his copy or programs 
leave nothing to be desired. 


in the January 8 | 
| 
was the 


While the competitive pressure 
for accounts which is constantly 
going on in the agency field is not 
| without its disadvantages, it is cer- 
tainly true that it makes for the 


and have proved worth while in| 


| 


| workers have 


| Cleary. 


|. 


greatest possible effort on the part in thoroughly 


"Six days, sire, across the desert—when 


—Pabst Brewing Company 


you reach the third Pabst Blue Ribbon 


beer mirage, turn left."’ 


On Wearing Hats 


This family journal’s London 
correspondent reports that the 
British millinery trade, encour- 


aged by the fact that head cover- 
ings are an essential part of all 
uniforms, and that women factory 
in most instances 
been obliged to cover their heads 
while at work, is attempting to 
initiate a cooperative campaign to 
prevent the return of hatless days 
and hatless fashions. If present 
plans eventuate, the milliners will 
impose a levy of a penny or two- 
pence on each hat made, the pro- 
ceeds to be used in carrying on an 
intensive advertising and promo- 
tion campaign to convince British | 
women that an unhatted head is 
an uncrowned glory. 


Anti-Jitters Drive 

One of the best booklets of its | 
kind to come to this department’s 
attention in some days is “War 
Jitters,” produced for distribution | 
to employes of The Milwaukee 
Road by Roche, Williams &| 
Asserting that war jitters | 
are breeding aiscourtesy and in- | 
difference on both sides of the) 
fence, the booklet sets out to re-| 
mind all employes of the railroad, | 
inoffensive style, | 


New York’s Hell’s Kitchen, would 
have a less difficult time maintain- 
ing his smile if other used car 
dealers did not think so well of his 
nom de plume. It can be assumed, 
for instance, that the Smiling 
Irishman, whose name is Leland 
Holzer, did not smile at all when 
Charles Juliano became the 
Laughing Irishman of the used car 
business in Brooklyn. Instead, he 
went into New York’s supreme 
court and asked a temporary in- 


junction restraining Mr. Juliano 
from using the name. The court 


turned him down, and the Smil- 
ing Irishman found it difficult, 
therefore; to maintain even a 
sickly grin, while the Laughing 
Irishman no doubt laughed with 
glee. 

But as 1944 waned, the Smiling 
Irishman was back in supreme 
court. He sought an injunction to 
restrain John J. McDonald, a used 


|car dealer, from using the name of 


the Happy Irishman in the con- 
duct of his business (yes, a used 
car business). 

The Smiling Irishman contended 
that Mr. McDonald, a former em- 
|ploye, moved into the Smiling 
Irishman’s former place of busi- 
ness and imitated a trademark 
which the Smiling Irishman had 


of agencies to produce the best| that politeness pays off in calmer | popularized. The Happy Irishman, 


ladvertising which it is 


their power to create. It is prob- | 


able that in most cases 
worry more about the effectiveness 
|of the advertising than the clients, 
especially 


favorable, as they are in most 
| fields today. 

Out of the hard thinking and 
hard work in the production of 
good advertising which marks the 
agency business as a whole, it is 
certain that steady progress is 
being won. Armed with the prod- 
ucts of modern research, whose 
tools are constantly becoming more 


exact and dependable, advertising 
is rapidly becoming the spearhead 
of selling, destined to play 
creasingly important 
intensely competitive era 
lies over the horizon. 


an in- 
role in the 
which 


agencies | 


| passing out orchids for 
when sales records are | 


| supercilious matron who walks up 


well as in dollars and cents. A 
cartoon character appropriately 
|labeled “Public Relations” scoots | 
|through the pages of the booklet, | 
fine work | 
the lad who is| 
the hide off the 


and _ tut-tutting 
about to take 


|to the ticket desk and demands a| 


compartment on the line’s 


train for tonight. 


Clan War 

This is the strange tale of the 
Smiling Irishman who lost a round 
to the Laughing Irishman, but has 
come back, undaunted, to wrest a 
decision from the Happy Irishman. 
On the sidelines, but not involved, 
are such characters as the Terrible 
Turk, the Hungry Hungarian, the 
Amiable Armenian, and others. 

The Smiling Irishman, who op- 
erates a used car emporium in 


crack 


within | nerves and a happier existence, as|on the other hand, contended that 


his designation of himself was ac- 
curate and that the Smiling Irish- 
man had no monopoly on good 
spirits. 

Justice Joseph A. Gavagan, a 
Judicious Irishman, decided that 
the Smiling Irishman was right, 


/and issued an injunction. 


Jottings 


And up in Springfield, Mass., 
members of the local laundry 
owners association, 


key laundry personnel, in an effort 
to improve public relations. The 
course is primarily 
employes meeting the public, and 
hopes to show them how to retain 
the good will of the public even 
when the disappearance of a prized 
table cloth, or a much - needed 
batch of shirts is involved. 


in conjunction | 
with city and state school officials, | 
have evolved a course of study for |‘tion with 


designed for | 


Advertising 


Age, January 15, 


The following documents 
be secured without charge 
companies sponsoring them, 
through ADVERTISING AGE, by 
national advertiser or advertisj 
agency executive writing on hj 
business letterhead. 


No. 2458. Toilet Goods Buyer 
Rate Photoplay Their Firy 
Choice. 


This folder, issued by Macfad 
den’s Women’s Group, contains ; 
report on a survey of departmen 
store toilet goods buyers to: lear 
(1) the extent of their agreemenj 
to the proposition that young wo 
men readers of screen magazine 
represent a _ logical market 
which to develop postwar sales ¢ 
higher priced cosmetics, and (2) 
what magazines these buyers con 
sider most outstanding in thé 
screen field. 


No. 2459. Here’s a Field Wher 
the Grass Is Greener. 

The scope of the meat packing 
industry, in dollars and pounds 0 
products, is reported in this stud 
issued by the National Provisioner 
It includes a table showing thg 
number of meat packing plant 
and dollar volume, by states, 4 
breakdown of equipment, and 
list of supplies and services bough 
by packers. Close-ups of _ the 
Provisioner’s editorial features ard 
shown, with an analysis of edi 
torial coverage of the industry, ; 
readership study, and a record o 
advertising. 


No. 2460. Buffalo- Niagara Fall 
Market Data. 

National Transitads has released 
the fourth in its series of marke 
data books—this one containing 
maps showing coverage provide 
by transit lines in Buffalo, Niagar 
Falls, Lockport, Hamburg and ad 
jacent suburban towns. Informa 
tion on population, employmen 
and retail stores and sales is in 


| cluded. 
No. 2461. From Trees to Printing 
Presses. 


Kimberly-Clark Corporation ha 
issued this brochure, which tell 
the story of paper making from 
selection of wood and its prepara 
tion at the mill to the finishe( 
product. Illustrations show actu 
mill operations, and text describe 
various steps in the paper-makin 
process. Several types of printin 
presses, currently used, are illus 
trated, with diagrammatic sketche 
showing paper traveling throug 
the presses. 


No. 2397. Postwar Pattern for Lo 
Angeles. 


This market study, issued » 
the business research division ‘ 
the Los Angeles Herald - Expres 
dips into the history of past pet 
formances to cut a postwar patte! 
for the Los Angeles market, trae 
ing its prewar progress in po ula 
tion and industry and desc: bi 
the changes and growth br ug! 
about by war industries. Th m™ 
terial includes a tabulation «| L 
Angeles County market dat 4 
graphic comparisons betwee ! 
Los Angeles market and ot! 


| the country. 


No. 2413. 
vey. 
The Pittsburgh Press, in c 
Duquesne Light 
pany, reports, in this brochu 
answers, opinions and prefe 
of Pittsburgh housewives 


Home Appliance S" 


home appliances. The m 
covers radio sets — own 


brands, condition, preferred 
and so on, and similar tabu 
of answers for major and 
electrical appliances. 
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On Monday nights, when Emily Howard 
helps out at the hospital, she leaves a note for 
her husband on the vestibule table. W. Coe 
Howard, a creature of habit, is on the 5:48, 
enters by the front door, throws on the light 
switch, sees the note. “Dinner In Oven— 
Don’t Wait Up.’ Roger—says Mr. Howard, 
heading for the kitchen. 

The Emily Howard technique is practically 


perfect to get a message to an audience of 


one (1) of known whereabouts. Hooper rating 
—100. Readership—1o00%. But a message to 
millions can’t be left on vestibule tables. You 
don’t know where millions live, or if they have 
vestibules. And they probably wouldn’t like 
messages all over the vestibule anyway. 

The difficulty of getting millions of people 


to pay attention to messages is what makes 


OPTIONAL: Atlanta Journal 


advertising so difficuit—it you follow us. But 
if you know where people are at a certain 
time, it gets easier. 

For instance, where are most people on 
Sunday mornings—most people? They’re at 
home!... And what are they doing? Reading 


the Sunday papers. 


Now all you need to know is what part of 
the Sunday paper most people read. Simple, 
isn’t it? Just get Gallup, Grant, Hooper, and, 
other smart researchers to go ask people! 

You can stop right there. The asking was 
done years ago. And the answer was—comics 
sections, read by three out of four adult 
Sunday paper readers; read regularly, 
habitually, every Sunday at home! “*% 
Plus almost all the kids)... Well just 


< ol 7 SS ‘ 
> = compromises. Details on request. 


bet you knew the answer all the time. 

If your next question is what Sunday 
papers—don’t ask. Just call the Metropolitan 
Group—which is a network of comics sections 
in forty-three major Sunday newspapers with 
more than 15,000,000 circulation . . . going to 
more major markets than you can possibly 
imagine... getting read by more families than 
anything else — regularly every Sunday... 
getting read by about half of the families in the 
country, and the better half at that! 

One order, one piece of copy, and one bill 
dissolve the big difficulty that makes advertising 
difficult right away! (Correction: If we got all 

43 Sunday comics sections to carry your 
ad on the same day. We usually can’t 


Ln these days. But we work out some dandy 


\ The first national newspaper network... Mi e 7 ro i Oo ‘ i t an G rou p 


Comics Section Advertising in; Baltimore Sun « Boston Globe ¢ Chicago Tribune ¢ Cleveland Plain Dealer * Detroit News « New York News 
Philadelphia Inquirer e Pittsburgh Press ¢ St. Louis Globe-Democrat ¢ Washington Star « Des Moines Register * Milwaukee Journal « Minneapolis Tribune 
St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald ¢ Detroit Free Press ¢ New York Herald Tribune « St. Louis Post-Dispatch « Washington Post 


Buffalo Courier-Express ¢ Cincinnati Enquirer ¢ Columbus Dispatch « Dallas News « Houston Chronicle 


New Orleans Times-Picayune-States « Omaha World-Herald ¢ Providence Journal « 
Springfield Union & Republican e Syracuse Post-Standard « METROPACIFIC: FresnoBee ¢ Long Beach Press-Telegram « Los Angeles Times ¢ Oakland Tribune 
Oregon Journal ¢ Sacramento Bee ¢ San Diego Union e San Francisco Chronicle « Seattle Times « Spokane Spokesman-Review * Tacoma News Tribune 


220 E, 42d St., New York 17 « Tribune Tower, Cuicaco 11 « New Center Bldg., Detrorr 2 « 155 Montgomery St., SAN FRANCISCO 4. 


Rochester Democrat & Chronicle « San Antonio Express 
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Sees Many Uses 
for Displays 
Despite Show Ban 


Chicago, Jan. 9.—Although the 
elimination of trade shows and 
exhibits by government edict will 
change the type of work which 
industrial advertisers are doing in 
this field, there will continue to 
be many types of promotion in 
which displays will still be used, 
Stanley J. Fairweather, General 
Exhibits and Displays, Inc., told 
the Chicago Industrial Advertisers 
Association last night. 

“More display work will be done 
in the stores of distributors and 
dealers,” Mr. Fairweather pre- 
dicted. “Educational exhibits can 
be designed for use by salesmen, 


COLUMBIA 
NETWORK 


STATION 


DAY and NIGHT 


while others of a larger character 
can be routed to various points for 
showing. Working models can be 
designed and other types of dis- 
plays created which will be help- 
ful to salesmen and customers. In 
short, displays can and will be 
used in many ways apart from 
exhibition at trade shows, where 
they have already proved their 
worth.” 

Mr. Fairweather described a 
highly successful exhibit of Dow- 
metal at the metal show in Cleve- 
land last fall, emphasizing fea- 
tures which attracted a large 


attendance and resulted in thou- 
sands of potential users being 
given direct contact with company 
sales representatives. 


To Boost Germantown 


The Business Men’s Association 
of Germantown, Pa., has an- 
nounced plans for a 1945 campaign 
to publicize Germantown’s advan- 
tages as a business and residential 
community. A goal of $10,000 to 
finance an advertising program 
has been set and an advertising 
counsellor will be appointed soon. 


Gash Joins Glen Miller 


Ellis T. Gash, formerly head of 
his own agency and publisher of 
Modern Advertising, has joined 
M. Glen Miller, Advertising, Chi- 
cago, as account executive. 


Burcaw to Sales Post 


K. C. Burcaw, formerly sales 
manager of the Radiart Company, 
Cleveland, has been appointed 
sales manager of the jobber divi- 
sion of Cornell - Dubilier Electric 
Corporation, South Plainfield, N. J. 


Advertising Age, January 15 
Burn-Smith Named 


Wisconsin Network, Inc., . 
Wisconsin stations affiliated wit 
Mutual, has appointed Burn-Smit 
Company, Chicago, as its exc) isiy 
national sales agent. 


Bonnot Appoints 


Bonnot Company, Canton 
manufacturer of clay prod 
machinery and steel mill equj 
ment, has appointed H. M. Klin 
ensmith Company, Canton, to plag 


advertising. 


ROADCASTING 
CORPORATION | 


When reconversion arrives, major plant-site problems will 


set men and machines on the march to new locations 


America has become a nation of specialists 
in the production of war equipment. Fac- 
tories, machines, even labor, are all pointed 
and trained toward this one objective. When 
the war ends, Industry will find itself, in 
many cases, ill-equipped for efficient peace- 
time operation. Sound strategy will demand 
modern machinery and quick, economical 


access to major markets or vital materials. 


“Are you prepared for | 


terial will seek 


Many will want 


NEW LOCATIONS NEEDED 
Vast readjustments will follow as manufac- 


turers endeavor to regain their competitive 


will endeavor to solve their war-createc 


labor problems by seeking new localities 
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sbcock New Avco Head; oe oe ee ie ne RCA Marks 25 Years seating federal income taxes,| Winn & Lovett Expands 
* nanuel Is Chairman the corporation in its various sub-| With Historical Report ee a ee oo 
. victor Emanuel, president of pe 4 _ jalso directing its} A pictorial record of RCA’s Ww ° | pany, Miami, and in five a ffili- 
te jation Corporation, New York, | 0P¢T@4ng divisions. achievements during its first quar- QXR Sales Up 40 /o ated corporations which operated 
ne ; been elected chairman of the eo gg so ter century has been published by| Despite the ban on “singing|the Table Supply Food Stores in 
ard of directors. The presidency Buys Pacific Alkali the company’s department of in-| commercials” which WQXR, New| Florida, has been acquired by the 
j] be taken over by Irving B.| Columbia chemical division of| formation in a 90-page booklet. | York, adopted last March, the sta-| Winn & Lovett Grocery Company. 
bicock, effective Feb. 1. Pittsburgh Plate Glass Company | Included is a list of “25 historic] tion reports that 1944 sales were| The purchase gives W&L 115 food 
Mr. Babcock has resigned as|has acquired the plant and sales | advances in radio” RCA has made, | the biggest in its history, repre-| stores in 62 cities covering al 
ton, gggesident of Yellow Truck & Coach | organization of the Pacific Alkali | followed by the story of its forma-| senting a 40% increase over 1943.| main Florida markets except Pen- 
pro lycgig. Company, chairman of the|Company, Bartlett, Cal. A San| tion in 1919. WQXR also indicated that busi-|sacola, and five cities of south 
; eqyinfard of Yellow Mfg. Acceptance | Francisco district sales office will] Today, the booklet states, RCA|ness for the last quarter of the| Georgia. Sixty-five of the stores 
. Klingprporation and of Hertz Driv-| be opened early this year in addi-| is owned by approximately 225,000| year was the biggest in its his-| are super markets. 
to plagmr-self Companies. Mr. Emanuel|tion to the present Los Angeles/| stockholders, and its gross income|tory, exceeding the next best ——— a 
] continue as chief executive | office of the alkali company. in 1943 was $294,535,362, with net| quarter in 1944 by over 12%. Joins R. L. Polk 
John B. McClintock, member of 
the advertising and sales promo- 
tion staff of Frigidaire division, 
General Motors Corporation, has 
joined the creative and merchan- 
dising department of R. L. Polk & 
Co., Detroit. 
BUFFALO’S GREATEST 
= a seem ee re A fi SEO oe * : REGIONAL COVERA E 
Valuable guide book foragency . 
* ry * ; 
10 MAJOR PROBLEMS THAT and industrial executives : 
MAY CHANGE : ‘ 
YOUR CLIENT‘S r 4 
POSTWAR LOCATION 
. * * * * 7 7 * * 
PLANT OBSOLESCENCE— When desirable to rebuild or 
modernize, management will be on the alert for a 
better location. 
DECENTRALIZATION—A trend which began prior to 
1941 and will continue in greater force. 
GOVERNMENT OWNED PLANTS—Many Government 
built factories will offer tempting new homes to in- 
dustry. To assist communities in attracting industries ” 
UNSUITABLE WAR PLANTS—Some factories have so on the move, and for general use in meeting 
thoroughly converted to war production that it will be the problem of new post-war > gabe 
more efficient to start from scratch. ee have prepared a special myGy. “onthe 
; subject. Included in the material which it 
eee QUIPMENT WORN OUT— When re-equipping, many presents is: 
fe F. , ° e ° i . 
manufacturers will relocate parts of their operations 1. A table of war-created (and depleted) y 
in branch plants. ‘ industrial areas. ; sie 
UNSETTLED LABOR SITUATIONS—War-induced labor 2. An itemization of what a new industry f ] | ON 
shortages, or unsatisfactory living conditions, may means to a community. i fg 550 « C 
make a new factory location desirable. 3. 3 basic steps in a community plan for o Ve 
DISTANT MARKET LOCATIONS— Where new markets —, eis 
have developed away from the factory, relocated assem- 4. Classification of American Industry by 
bly plants and warehouses may be built. plants and wage earners. BUFFALO’S 
EXHAUSTED MATERIAL SOURCES — Caused in some f _ g8e, How business executives buy. 
localities by the terrific demands of war production. 6. Typical community campaigns to industry. 
NSUFFICIENT WAREHOUSING AND TRANSPORTATION | SEND TODAY Yov sare invited to 
~Makes a move to nearer markets and transportation send for a copy of this timely 36 page 3! 
facilities desirable. booklet which many community, state de- 4 
f ' velopment and industrial agents have found e 
nac- LOCAL LEGISLATION— May result in factory reloca- worth while. a 
tive [foos when it hampers future operations and earnings 4 
to provide satisfactory living conditions. rs 
ma- ¥] 
Das - ga 3 STATION | 
a 4 oN Industrial Information Center } | 
. ! 2 : . 
out meray ou maaatias reaeaTion | McGraw-Hill Publishing Co., Inc. : ; 
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! 
1 
i) PO PPrrrerrecrerr TT rere rere TE eKTEETeee ree Teel NIGHT 
i] 
F * * COMPANY, Inc. * * * x | ; H 
! ee Cee eer ee Tee TT PEP ETT T Cee TET eT er H 
RES Le aoe an 
UFFALO | 
BROADCASTIN 
, CORPORATION 
RAND BUILDING, BUFFALO, NEW YORK 
National Representative: FREE & PETERS, INC 


‘Se ”~ a gael: eo : 2 a 4, 
: E 4 
.. Se ‘ ir es ar f . 
1 iii _ __ | — 
is 
Rea 
ey 
= 
a 
a 
ms 
ho 
i. 
a 
ae 
Se eee 
NO tar) j 
fee 
Eo 
Bea, 
ry ae 
ae 
aes 
 e 
Bis * 
a - 
"bal 
a 
a 
:. 
a 
ae oa 
Sap 
RS: 
a 
a 
: ® 
“a 
| 4 i 
Ar ae 
ie ae 
ee 
Reps loa 
bai! 
Lae a 
Baas, 
Dates” 
eae 
Bee, 
oy 
. < 
4 
A 
eo 7 
Be oo. 
eel 
a 
—_ 
ee 
* Fae 
a 
A 
a 
‘ 
‘ekg 
= * ° 
og 
ws 
a 
ae / 
eee 
he 
_ 
me 
z 
\ 
7 
{ 
-w : 2 4 » :. ae ; ¥ 5 . J = sd 


16 


Maison France to Cairns 


Maison France, Inc., New York, 
has appointed John A. Cairns & 
Co., New York, to handle advertis- 
ing of its line of blouses. Fashion 
magazines will be used. 


Fawcett Moves 


The advertising department of 
Fawcett Publications has moved to 
295 Madison Ave., New York. 


THE BAKING INDUSTRY MAGAZINE 


aKersHelnero, 


FACT NO. 12 — 
Baking is a 2 billion dol- 
lar market which enjoys 
stability throughout 
booms and depressions, 
through all seasons of the 
year. You can reach 90% 
of the buying power of 
this market through 
BAKERS’ HELPER. 


a O Broadway, New York, 7, N.Y. 
PUBLISHED EVERY TWO WEEKS 


Justice Keeping 
Sharp Eye on 
Sales of Surplus 


Watches Disposal 
to Guard Against 
Monopoly Controls 


Washington, Jan. 11.—A sharp 
Justice Department eye on the sale 


further centralization in the con- 
trol of big industry was forecast 
today with the release of letters 
| from anti-trust chief Wendell 
| Berge warning that the depart- 
ment will want to keep a sharp 
;}eye on the disposal of surplus 
| communications equipment and 
| tools. 

Commenting on arrangements 
| witch the RFC is making to have 
/tool manufacturers and radio 
|}equipment people act as the sales 


|agent of the government to move 
|surpluses through their regular 
| trade channels, Mr. Berge said the 
| government must take special care 
| not to promote centralized busi- 
ness power, or further “the mo- 
nopoly over distribution of a mo- 
nopoly manufacturer.” 

Under the plan RFC will turn 
over its surplus tools and radio 
equipment to the manufacturers, 
who will sell them through their 
regular distribution machinery at 
the same prices that they get for 
their own products, receiving a 
commission for their services to 
the government. 


Applauds Some Provisions 
Mr. Berge applauded a provision 


of surplus war property to prevent! which required RFC to retain at 


least 20% of the surplus for sales 
through other channels, and an- 
other which prevents the manu- 


facturer from retaining more than | 
of the amount turned over | 


75% 
to him. 
“The sale to one manufacturer 


or a few concerns of substantially | 


all of an item necessary for re- 
sumption of civilian production or 
possible war production would | 
have serious implications under 


the anti-trust laws,” he said. 


“If supplies were not available to 
assemblers of equipment, while 
available to a manufacturer of 
parts who also assembled, prob- 
lems of monopoly might be pre- 
sented.” 

Retention cf 20% by RFC will 
enable the government to deal 
with other outlets “including new 
enterprises” in order to effect the 
widest possible distribution of ma- 
terials. The policy of dealing 
only through established trade 
channels, he declared, might be 
open to criticism as preventing 
anyone not now in business from 
participating in the disposal of 
surpluses. It would hit those who 
had been forced out of business 
during the war and who now want 
to re-enter business, or those who 
want to open new enterprises dur- 
ing the reconversion period, he 
| pointed out. 


Warns of Monopolies 
| 


| Mr. Berge also warned against 
'giving blanket approval for RFC 
“agents” to sell according to their 
established trade practices, saying, 
|“It would be most unfortunate to 
join a monopoly over distribution 
with a manufacturing monopoly,” 
|furthermore, the government 


Never mind who 
wears the pants... 


IT’S WHO PICKS -- 
THEM OUT! 


In Portland, Oregon, 47% of the women influence the selection of 


The Oregon Journal can tell you pretty nearly every- 


thing about the buying habits of Portlanders 


--. Can 


give you intimate information that came straight from 


the women of Portland 
Here's how! 


Trained interviewers of R. L. 


themselves! 


Polk & Co.’s research 


staff visited every twentieth home in Portland, securing 


consumers. 


facts about 


brand preferences . 
expressly for and is ay 
Oregon Journal*. 


information for a down-to-earth study of Portland 


It is the inside story of the buying habits of Portland 
families. It contains hundreds of thousands of exciting 
the Portland Market 
about Portland families . . 


. Vital statistics 
. their buying habits. . . their 


. their postwar plans! It was made 


ailable exclusively through the 
e tn] 


This study of the Portland Consumer Market is a 
yardstick by which you can better plan your advertis- 
ing, merchandising and sales efforts in Portland, Oregon. 
You can know in advance the potentials of this market 
for your type of product. 


And, with the Oregon Journal as your advertising 
medium, you get intensive coverage in important area. 


*A note on your business letterhead to the advertising director of 


The Journal, or Reynolds-F itzgerald, Inc. 


, will bring you informa- 


tion you desire about the Portland, Oregon Market. 


their husbands’ clothing. We know about your merchandise, too! 


compositors to carriers. 


Member: 


PORTRAIT OF A GOOD NEWSPAPER! 


What makes the Oregon Journal a good newspaper...a 
newspaper the people of this community like to read? 


Just this! The Journal is human, made up by human beings. It is 
created fresh each day out of the hearts, the horse sense and 
headaches of the staff from publishers to pressmen, from 


No one person makes it a good newspaper. . 
teamwork that makes The Journal Portland's favorite news- 
paper, today, as it has been for years. 


JUURNA 


PORTLAND, OREGON 
Afternoon and Sunday 
Metropolitan and 
Pacific Parade Groups 
Represented by 
REYNOLDS-FITZGERALD, Inc. 


New York, Chicago, Detroit 
San Francisco, Los Angeles 


-it is enthusiastic 
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could not encourage lim 
imposed by manufacturers 
patent license agreements, o 


manufacturers. “In view 
conflicting interests of the 
as manufacturer and sell 
should be alert to make it 
sible for the agents to tun 
inside knowledge and pri 
administrative position to a 
in suppressing competitio 
prompting monopoly,” 


Collyer’s Drops 
Racing Papers; 
‘Not for Sale’ 


Chicago, Jan. 9.— Contr: 
early reports, Collyer’s E 
Baseball World, Collyer’s ! 


ports, are not up for sale, but 


fective Dec. 30, 1944. 

According to a 
Lally Collyer, president of 
yer’s Publishing Company, 
horse-better’s guide books « 
lished in 1914 have little : 


ernment’s order to close all 
race tracks. 

Mr. Collyer declared: ‘Ful 
proving the governmental 
closing the race tracks 
country, 
sporting publications are n 
sential to an all-out effort t 
the war, all Collyer public 
have been discontinued, at 
for the time being.” 


zine advertising of Dermetics 
pany, New York, will be bas 


and are rapidly turning to hy 
ized beauty oils designed t 
courage ‘obstipated skin.’’ 
term is used _ to 
blocked-up skin condition.” 
papers, 


Charm, 


be used. Wesley Associates, 
York, is the agency. 


Westinghouse Electric & 
Company, Pittsburgh, has 
moted Andrew D. Palmer, 
of the company’s general 


lic relations department. 


Bank Appoints K&E 


Bank of the Manhattan 
pany, New York, has app 


handle its advertising. 


limitations placed on buyers 


Manual and Collyer’s Secret 
suspended “for the duration,” 
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business publications an 
class magazines—including Brid 
Glamour, Harper’s Bazad 
Town & Country and Vogue— 
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Westinghouse Promotes 
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Kenyon & Eckhardt, New York, 


4. More key officials in ¥ 
ington read TIME regularl 
read any other magazine, 
big its circulation. 


pa The members of 
vote TIME the most i 
U. magazine that 
advertising. 
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For further details wr: 


TIME 


9 Rockefeller Plaza, New York 2 
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4068 pages of paid advertising appeared in America’s 
Premier Aeronautical Magazine in 1944. Again, as in 
1943, AERO DIGEST was the preferred advertising medium 
in the aeronautical industry. This preference emphasizes 


the fact that ‘‘it pays to advertise’’—in AERO DIGEST. 
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AERO DIGEST - 515 MADISON AVE., NEW YORK 22, N.Y. | 
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NBC Ups Eiges, Herrick 


Sydney H. Eiges and Dwight B. 
Herrick have been appointed man- 
ager of the press department and 
manager of the public service 
department respectively by the 
National Broadcasting Company. 
Both had been acting managers 
of their departments prior to ap- 
pointment. Mr. Eiges succeeds 
John McKay, who resigned Dec. 
15 to join King Features Syndi- 
cate. 


Wholesale House 
Replaces Private 
with Nat'l Brands 


Philadelphia, Jan. 9.—The 104- 
year-old drug firm of Smith, Kline 
& French, Inc., which styles itself 
as “America’s foremost. service 
wholesaler,” has decided to dis- 
continue its private S-K-F Blue 
line of products and henceforth 
will sell only nationally advertised 
brands, 

At a sales conference at Abse- 
con, N. J., J. Mahlon Buck, presi- 
dent, pointed out that “nationally 
advertised brands — not private 
brands — spell bigger profits for 
both the wholesaler and the re- 
tailer.” 

This Philadelphia firm, which 
serves druggists in four eastern 
states, Mr. Buck explained, did 
not decide “on the spur of the 
moment... to discontinue private 
brand business after years of in- 


tensive development; nor was it 
prompted by any new set of con- 
ditions which would make this the 
most propitious time to break with 
the traditional method of whole- 
saling.”’ 

S-K-F sent up its first trial bal- 
loon on this subject five years ago, 
before officers of the Philadelphia 
Association of Retail Druggists 
and others at a meeting of the 
Poor Richard Club there. The 
druggists approved it. 

Analyzing the drug wholesaler’s 
profit, “if any,” on a private brand 
line, Mr. Buck pointed out that, 
“whether he manufactures it him- 
self or buys it from a manufac- 
turing pharmaceutical laboratory, 
his gross profit will be about the 
same. . . If he is the producer, 
he must absorb the cost of all 
laboratory work, spoilage, returns, 
label and package changes, free 
goods (which is a major item, for 
deals constitute the great majority 
of sales), display material and 
advertising, if any. Assuming that 
this leaves him 25%, how much 
of this gross profit can he keep? 

‘Wholesalers receive more dis- 
count, and in turn must pay more 
liberal commissions to their sales- 


men, to sell items for which there 
is little or no consumer demand. 
If we add the cost of annual 
bonuses, war bonds and trips to 
Havana (in normal times) for out- 
standing accomplishments on the 
‘house’ line, we find that this 
25% has already shrunk to a na- 
tional brand discount level.” 

In addition, “freight is always 
paid (both ways) on the ‘house’ 
line. This, together with a 2% 
cash discount (dealer’s choice) 
knocks the last remaining wind 
out of the private brand sails— 
unless: . 

“1. He is so sentimental about 
keeping his name before the pub- 
lic that he is willing to . . . charge 
the loss to advertising; or 

“2. He is willing, for some 
other reason, to ignore the im- 
portance of inventory turnover in 
a profitable wholesale operation; 
or 

“3. He is unwilling to face the 
loss involved in junking his equip- 
ment and supplies, and relocating 
his personnel; or 

“4. He gives too much weight 
to the pulling power of his line 
to attract other business to him; 
or 
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“5. He believes that all 
small business at a slightly h¢ 
gross profit is more desirable { 
part of a large volume in his 
at a lower gross on nati 
brands; or 

“6. He conscientiously be! « 
that a ‘push line’ is an int 
part of his service to his cus: 
ers, not realizing that his s 
warmers are as bad for they 
they are for him.” 

Most druggists have lini 
working capital, Mr. Buck 
If they want to remain “trul) ; 
dependent, they must spread 
credit over a number of supp |i 
If a past due bill for ‘push’ » 
chandise is hanging over th 
they slip general orders to ap. 
other wholesaler and duck the 
oe who put them ‘in the 

ag.’ 

“On the other hand, the sales. 
man who brings them information 
and suggestions for securing g 
larger share of the national brand 
volume in the community, and 
who stresses the extra profit op. 
portunities which these manufar. 
turers make available to them 
from time to time, is always wel. 
come.” 


Y&R Opens London Office 

The London office of Young & 
Rubicam has been opened at 24 
St. James Street, with George D, 
Bryson as managing director. Di.- 
rectors of the English branch are 
Raymond Rubicam, Sigurd S. Lar. 
mon, L. N. Brockway, J. H. Geise, 
C. L. Whittier and Lorimer B, 
Slocum. 


Biow Appoints Alden; 


Hunt Names Agency 

John M. Alden, formerly with 
J. Walter Thompson Company, 
San Francisco, has joined the Biow 
Company as Pacific Coast manager 
and head of the San Francisco 
office, succeeding Robert Phillipi, 
resigned. 

Hunt Brothers Packing Com- 
pany, Hayward, Cal., has placed 
its account with Biow. 


Strawn Joins KCMO 


F. C. Strawn, for eight years in 
the advertising and promotion de- 
partment of Continental Baking 
Company, Kansas City, has been 
appointed promotional director of 
KCMO, Kansas City. 


Joins Hospital Plan 

George P. Herro, formerly in the 
Blue Network publicity depart- 
ment at Chicago, has been ap- 
pointed radio director and assist- 
ant to the public relations director 
of the Hospital Service Plans Com- 
mission, Chicago, correlator of the 
Blue Cross non-profit hospitaliza- 
tion plans. 


Plan 1945 ‘Blue Book’ 


The seventh annual edition of 
the “Blue Book” of successful 
newspaper advertising campaigns 
is being prepared for publication 
late this spring by the Bureau of 
Advertising, ANPA. All entries 
must be received by Feb. 15 at the 
bureau’s headquarters, 370 Lex- 
ington Ave., N. Y. The book was 
established in 1939 to provide 2 
permanent record, in case-hist 1) 
form, of each year’s outstanc ng 
newspaper campaigns. 


Join Kaufman Agency 


Charles M. de Lozier, form«'ly 
promotion manager of WM iL, 
Washington, has joined the c1 °a- 
tive staff of Henry J. Kaufr an 
Advertising Agency, Washing 01 
John Green, for many years v th 
the Government Printing Offic: in 
Washington, has been appoir ed 
production manager of the age! °y 
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is entering the most prosperous period 
in its ——, Cover this market 
thoroughly with Automotive Digest. 


VOLUME COVERAGI ” 
7” x 10” PAGE SIZ; 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGES 


Cincinnati 10, Ohio 
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ULSA ... bright, clean and cosmo- 
politan . . . trade center of a section 
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history 


stand ng is a ready TODAY market for your product... 


so rich in natural resources it has 
been called “‘The Magic Empire.” 
Here are 1,112,489 people of higher 


a BIGGER future market . . . so investigate . . . 
elect compare figures . . . and see for yourself how 
1e cra little it will cost to TELL and SELL the people of 
hing on. “The Magic Empire” through the pages of the 
ae sd newspapers THEY READ! 
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Christensen to ‘Science’ 


Theodore J. Christensen, for- 
merly with the Ohio State Uni- 
versity research foundation, has 
been appointed advertising man- 
ager of Science. 

Advertising offices of the pub- 
lication have been moved to the 
Smithsonian Institution building, 
Washington, D. C. Mr. Christensen 
is also advertising manager of 
Scientific Monthly, Washington. 


NO USE TURNING 
CUSTOMERS AWAY 


oP de shen shat nf You 

e doing jus at. 

There's a7 billion} “anufacture 
dollar market you and Sell 


could encouragej COSMETICS 
simply by letting 
these poor: e know yeu'd welcome their 
business. For the Negre looks to his race 
press for guidance. Yeur advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 


Ad Managers Club 
Told Budget Key 
Is Coordination 


Chicago, Jan. 10.—An advertis- 
ing budget should be “a continual 
process” arrived at through com- 
plete coordination with all other 
departments, the Advertising Man- 
agers Club was told last night 
during a forum discussion of ““How 
We Prepare Our Advertising 
Budget and Sell It to Our Man- 
agement.” 

Moderator of the forum was 
William S. Stinson, advertising 
manager of Cherry-Burrell Cor- 
poration. Participants were Wes- 
ley Nunn, advertising manager, 
Standard Oil of Indiana; H. H. 
Simmons, advertising manager, 
Crane Company; and L. E. Meyer, 
advertising manager, International 
Cellucotton. 

Mr. Nunn said his department 
is continually engaged in devis- 
ing a budget, arrived at by looking 
back on what was done and adapt- 
ing technical improvements and 
other changes to the company’s 


permanent policy in “a task opera- 
tion” to reach the ultimate ob- 
jective —at present an effort to 
sustain dealers by instructing the 
public on the need for car con- 
servation and maintenance. 


Is Important Factor 


Decrying advertising’s reputa- 
tion as “fa game,” Mr. Nunn said it 
should be compared in operation 
to the functions of any other de- 
partment, as an important factor 
in contributing to the manufac- 
turer’s objective of selling his 
product. 

Mr. Simmons asserted that de- 
vising a budget calls for three 
stages — preparation, presentation 
and administration. While Crane’s 
also is a continual process, the 
budgets are compiled for final ap- 
proval from Sept. 1 to Oct. 15, 
through agency conferences, ad- 
vertising and sales department dis- 
cussions and company-official con- 
ferences. He said he does not ap- 
prove of dramatic, super-sales- 
manship presentations to “sell” 
management on a budget. The 
advertising manager of a com- 
pany, he said, should be “part of 
the management with a responsi- 


Like a fine custom-made suit or shoe, Boot and Shoe 
Recorder is carefully fashioned to meet the special 
needs of the field it serves. And since our circula- 
tion is hitting a new high, and climbing steadily 
higher, maintenance of this ever-widening service 


How Custom Fitting serves 
Readers and Advertisers alike 


informative messages about merchandise, style, 
materials, accessories, merchandising plans and 


sales ideas. 


This ‘‘custom fitting” of paper provides extra 
service to a maximum number of 


influential 


bility to interpret management’s 
whole problem.” 

Mr. Meyer said his method is 
to plan ahead by estimating the 
gross volume to be sold for the 
coming year and setting a budget 
necessary to sell that amount. He 
advised close cooperation with the 
company’s advertising agency, and 
believes a single agency is best for 
a company. 

Asked by one of the audience 
how to overcome Treasury oppo- 
sition to wartime budgets, Mr. 
Meyer said International Cellucot- 
ton was fortunate in being able to 
demonstrate, for instance, that in 
1926 it spent $36.90 a gross adver- 
tising Kleenex, but that, mean- 
while, volume of sales had de- 
creased the cost of advertising 
steadily each year until in 1943 it 
was only 48c a gross. 

Also brought out was the fact 
that while mail order returns are 
a definite check on the effective- 
ness of a campaign, consumer sur- 
veys, and checking with field oper- 
ators, distributors and dealers, 
could often help determine what 
the advertising had accomplished 
and if other media or methods 
should be employed to gain a bet- 
ter return. 


Forbes and Schorr 


Form Syracuse Agency 

Herbert Schorr and C. C. Forbes 
have formed an agency in Syra- 
cuse, N. Y., to be known as Schorr 
& Forbes. It will handle general 
accounts and will maintain a de- 
partment to service chain and in- 
dependent retail organizations. 

Mr.Schorr has been associated 
for many years with WAGE and 
WSYFR in Syracuse and Mr. Forbes 
was formerly promotion manager 
of General Outdoor Advertising 
Company, New York. 


Promoted by Penn Salt 

Ethel Serfas Klingman, editor of 
“Contact,” house organ of the 
Pennsylvania Salt Mfg. Company, 
Philadelphia, for the past two 
years, has been appointed assistant 
manager of advertising. 
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YOU WOULDNT HAVE 
SWALLOWED YOUR UPPER ; 
iF YOU HAD TAKEN ‘EM 0u © 
BEFORE WE SAY. 


| 


LATE SHOWS! MIDNIGHT TO 6 A.M. 


FITS THE SHOW—Norman E. Kasse! 
Essaness Theaters adman in Chicago 
who set the vogue for cartoon movie 
| copy when Up In Arms played the 
Woods theater, continues the unortho. 
dox copy with 3-column and single. 
column insertions like this, plugging 
the new Bob Hope picture. 


Metropolitan Appoints 


Metropolitan Life Insurance 
Company, Ottawa, Ont., has ap- 
pointed MacLaren Advertising 
Company, Toronto, to handle Ca- 
nadian advertising, principally in 
Magazines. 


United Elects V.P.s 


Robert B. Griffin, vice-president 
and director of United Wallpaper, 
Chicago, has been elected senio: 
vice-president. Robert L. Boyd, 
general manager of operations, has 
been appointed a vice-president. 


will 


SURVEYS 
PEORIANS HAVE 
THE WMBD HABIT 


PROVE 


Surveys prove that the one 
way to dominate this im- 
portant Peoriarea market is 


ESTIMATED PEACETIME REDUCTION 
TOTAL PEACETIME INDUSTRIAL EMPLOYMENT 38,000 


Wartime Buying Power 
will drop only 


in Postwar’ Peoriarea 


212% 


39,000 
(1000 


Because Peoriarea industries are now 
manufacturing their regular peace: 
time products for war purposes, there 


be no re-conversion problem 


here. As proof of this, a Peoria sur 
vey by the Committee for Economic 
Development shows that 
1,000 
dropped from a wartime high of 39- 
000—thus continuing the prosperity 
of the district . . .” 


™ . only 


industrial workers will be 


This means, first, that in the Peor 
area you have a potent buying p« pt 
lation of over 
market 


600,000, the 


that is today proving * 


sme 


requires certain wartime — “custom fitting.” 

One important wartime fitting job has been 
the selection of paper to best meet the needs of 
advertisers and readers within the requirements 
of necessary Government limitation orders. The 
slicker’ paper 
with static circulation and thinner paper with 
ability to serve a larger audience by the type of 
editorial and advertising content our readers 
demand. We chose the latter. 

Or perhaps we should say the real choice was 
made by our readers —the thousands of shoe 
trade and department 
stores who as never before depend upon the 


choice lay between heavier, 


leaders, merchandisers 


Recorder for news, interpretation and guidance 
and who depend upon Recorder advertisers for 


readers, plus the greater all ‘round value that 
goes with wider market coverage. As a result, 
your own consistent advertising in the Recorder 
will be still more widely read — remembered 
and acted upon. 


BOOT and SHOE 


Kecorder 


NATIONAL VOICE OF THE TRADE 
A Chilton Q Publication 
100 EAST 42d ST., NEW YORK 17, N.Y. 


through WMBD. Hooper 


and Conlan have continu- 


ally shown that WMBD 
reaches all of the buying 
groups with a coverage 


“tune-in” of 56.3% (Con- 


lan, 1944). Write for proof 
of how you can reach the 
Peoriarea 


WMBD. 


market through 


profitable to hundreds of national 
advertisers. Secondly, it means t \ere 
will be no lag between war pro luc 
tion and peacetime production, [he 
same machinery, facilities and vet 
will be used to turn out the proc ict 
to meet the built- 2 
‘ up 
needs, . i) 


consumer, 


Complete Coverage of PEORIARE: 
} AGood Marketnow... Ply 3 
a better market when the war is wo 
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Long before Lord Howe lost Philadelphia for the British, the tensed arm 
and mallet symbolized the craft of the gold beater ...Today it might well suit the 
Inquirer which assays truth in news, spreads it wide with strength and skill... wins 
confidence and custom with the quality of its product, and begets custom for 
any good product sponsored in its columns among an audience able to appreciate 
quality, and quick to acknowledge it...With past prestige upheld by present 


performance, The Inquirer is Philadelphia's first medium, for news and advertising. 
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Atlantic City Program 
Headed by Dodson 


Mall Dodson, acting Atlantic 
City publicity director for the past 
two years, has been appointed 
head of the city’s new department 
of advertising and promotion. Mr. 
Dodson will head postwar plan- 
ning and special promotions for 
the city. He will also continue as 
publicity director until the return 
of Louis F. Cunningham Jr., now 
serving in the Navy. 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S GREATEST INDUSTRIAL AREA 


No Ban on Ads in 
New Federal Bill 
on Postwar Roads 


Washington, Jan. 11.—Outdoor 
advertiser fears of a ban on signs 
along the $3,000,000,000 of new 
highways that will be built under 
the federal postwar roads bill 
dwindled this week, with repre- 
sentatives of the industry and of 
the Public Roads Administration 
approving the measure as it has 
emerged from the White House. 

Under the law Uncle Sam will 
put up $500,000,000 during three 
postwar years, matching state ex- 
penditures dollar-for-dollar in 
building inter-regional, secondary 
and urban roads. 

Members of the outdoor indus- 
try and many members of Con- 
gress had feared that in handing 
out road grants, the government 
might attempt to insist that states 
provide wide roadside landscaping, 


including bans on road-side busi- 
ness and advertising signs. 

Led by Rep. Jennings Randolph 
of West Virginia, a group of House 
roads committee rebels carried the 
issue to the floor, successfully 
writing in a provision forbidding 
the Commission of Public Roads 
from requiring states to acquire 
title to or control marginal land 
along the highways. 

As passed by the House, the bill 
would have left entirely in state 
hands the decision on the width of 
right-of-way to be acquired for 
the highway. In conference, how- 
ever, the Road Commissioner’s 
protests brought modifications, 
permitting him to require “suffi- 
cient width to provide service 
roads for adjacent property, to 
permit safe access at controlled lo- 
cations in order to expedite traffic, 
promote safety and minimize road- 
side parking.” 


Modifications Are Satisfactory 


With these modifications, both 
sides agree, determination on road- 
side restrictions will remain for 
the most part in the hands of state 
highway commissioners, while the 
government will have sufficient 


power to insist on adequate right- 
of-way at intersections and other 
danger points. 

Half the spending under the law 
will be on the proposed 40,000 
miles of “inter-regional” express 
highways designed to form a net- 
work of key roads covering the en- 
tire country. The remainder will 
be divided about evenly between 
secondary rural roads and urban 
highways. 

The House roads committee had 
voted by majority vote to leave 
regulations on advertising. signs, 
gas stations, and other roadside 
businesses in the hands of the 
states, but under committee rules 
the amendment could not pass 
without unanimous committee ap- 
proval. 

When the issue was brought to 
the floor, it was pointed out that 
not only could the government 
forbid advertising and other road- 
side activities, but it could order 
states to condemn large amounts 
of farm land in order to enjoy 
federal aid. 

Although Rep. J. W. Roberts of 
Utah, chairman of the roads com- 
mittee, asserted that the govern- 
ment should have a say in how 
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POSTWAR PLANNING 
BULLETIN NO.@ 


Are Minnesotans Air-Minded ? 


MINNESOTA POLL* finds 2 out of 3 among Minnesota’s 735,000 families planning 


postwar jaunts for business and pleasure via commercial airlines. 
1 out of 5 wants to own private plane. 


154,000 Minnesota families would like to own 
their own planes. 27% of Minnesota civilians 
would like to fly a plane. 


wants to own plane. 


448,350 Minnesota families plan postwar travel 
via regular Airlines. 295,911 of these would pay 
up to 5c per mile for such travel. 


BY ECONOMIC LEVELS: 


@ In top economic group 4 in every 5 families plan Airlines 
travel. 1 in every 4 families wants to own plane. 


On January 1, 1944, Minnesota Had 2,628 Civilian Pilots and 
556 Civilian-Owned Planes. 
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BY MARKETS: 


@ In cities (over 2,500 pop.) 3 in every 5 
families plan Airlines travel. 1 in every 5 


“a. iA 
families wants to own plane. , @ In above average group 3 in every 4 families plan Airlines 
en Sonne (lees than 2,500 pop.) 3 perdiateany, 4 travel. 1 in every 4 families wants to own plane. % 
3 families plan Airlines travel. 1 in every 5 : . = oe 
families wants to own plane. @ In middle class group 2 in every 3 families plan Airlines " 
© On farms 1 in every 2 families plans Air- travel. 1 in every 5 families wants to own plane. 
lines travel. Almost 1 in every 5 families ® In lowest economic level 1 in every 2 families plans Airlines ¥ 


travel. 1 in every 5 families wants to own plane. 
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@ Star-Journal (evening) and 
@ Tribune (morning)—over 350,000 
@ Sunday Tribune—over 400,000 


Advertising Age, January 15, 945 
its money was spent, the Hous: jp. 
sisted on the amendment, ite, 
adopting the conference commit. 
tee modifications. 


Hewitt Rubber fo 
Invade Consumer 
Field Postwar 


Buffalo, Jan. 10.—A three-poin; 
expansion program and “after vic. 
tory” plans, announced last wee, 
by Hewitt Rubber Corporatio, 
will include an invasion of the 
consumer goods field and ey 
products for the automotive, by; 
and railroad industries. Simultene. 
ously, the 80-year old industria] 
rubber company announced the 
appointment of Ross Roy, Inc., De. 
troit, to handle advertising an 
merchandising of its industria) 
and consumer products. 

The three-point program jp. 
cludes: (1) The production o; 
latex foam for use in such prod- 
ucts as mattresses, upholstered 
furniture, automobile seats, ang 
for other applications; (2) Ex. 
panded production of conveyor 
belts, transmission belts and many 
types of industrial hose; and (3) 
an extension of production in the 
field of molded rubber and plastic 
composition. 

Hewitt is one of the joint opera- 
tors of National Synthetic Rubbe; 
Corporation, a government-owned 
plant at Louisville, Ky. 


Schedule Doubled 


for Vita Ray Products 

Vita Ray, Jersey City division of 
American Home Products Cor- 
poration, New York, will double 
national consumer advertising for 
Vidafilm liquid cake make-up and 
Vita-Ray toiletries in 1945, using 
black and white and _ full-colo; 
pages, and double column space in 
— nine magazines in this coun- 
ry. 

Similar advertising also 
planned for Canadian publications 
Magazines already scheduled in- 
clude Charm, Glamour, Harper's 
Bazaar, Mademoiselle, Redbook 
Screen Guide, Seventeen, Tru 
Story and Vogue. Lawrence C 
Gumbinner Advertising Agency, 
New York, is the agency. 


NNPA Elects Metten 


W. Murray Metten, promotio 
manager of the Journal - Ever 
Evening, Wilmington, Del., has 
been elected vice-president of the 
National Newspaper Promotion 
Association, succeeding John 
Marston of the Des Moines Reg- 
ister and Tribune, resigned. 


U. S. Gauge Moves 


U. S. Gauge Company, Sellers- 
ville, Pa., has moved its Chicag 
office to 53 W. Jackson Blvd 
Chicago 4. The office will be unde: 
the direction of Walter H. Magee 
district sales manager. 


Joins ‘Pathfinder’ 


Wayne Hall, for many year 
with O’Mara & Ormsbee, Inc., New 
York, has joined the New York 
sales staff of Pathfinder. 
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BUILDING 


MATERIAL 


Manufacturers — 


According to a recent survey, 7,993 
falo area families will build or buy © 
homes at an average investmen! © 
$4,000, while 70,847 families will spen¢ 
an average of $400 each in home i” 
provements and repairs, or a total exre" 
diture of $60,310,800, as soon as 
térials are available. 


This tremendous immediate post-war ~ 0! 
ket can best be reached by advertisin: '" 


the 
Buffalo 


COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 
Write for market and coverage mc - 
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't opera- 
towne About this time of the year we always get sentimental. As we look around our offices and shop we see the 


‘ts  [rawings, proofs and plates for the swellest bunch of clients in all the world. We also see the swellest bunch 
VisiOn of 

ts Cor- 

sing of employees in all the world...loyal men and women who spend long weary hours of overtime when 

5, using 
— 


is coun-eheir every bone and muscle cry for relaxation that deadlines may be met. 


also 1$ 
ications 


Harpe es... we cannot help but be extremely grateful and sentimental. We’re not 


tedbook 
n, Tru 
ence C 


Agenc) ashamed of it either. Maestro. ..‘‘Hearts and Flowers’. . . please. 
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Vets: If You Want a Job, 


Use This Free Service 


P ai ' | ADVERTISING AGE has just launched. 
Advertising Age The service works like this: 

to Aid Servicemen ADVERTISING AGE will send job 
Get Back in Field 


application blanks to any dis- 
charged veteran of World War II 

Chicago, Jan. 10.—Are you look- 
ing for a job in advertising, pub- 


on request. We will set up a com- 

plete file of these job applications, 

and will make them available to 

) advertisers, advertising agencies, 

lishing, radio, or related fields? | publishers, radio stations, etc., who 

If you are a discharged veteran | may be looking for a man. At the 
of World War II, or a former ci- 
vilian government employe who 
had a “war job” in government, 
you are invited to make use—free 


same time we will make every 
effort to induce prospective em- 
—of the new job service which 


ployers to use our job application 
file first when planning to hire a 
new employe. From then on, the 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutivns? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. 


matter will be one for negotiation 
between prospective employer and 
prospective employe. 

No fees of any kind will be 
charged to either employer or em- 
ploye. Applications for jobs will 
be kept on file for six months, 
after which we will contact the 
serviceman to see whether he still 
wants to remain on the list. 

For obvious reasons, no appli- 
cations will be accepted from men 
or women who are still on active 
service, and no applications will be 
accepted which might in any way 
hinder the war effort. 


Positions Now Available 


Initial announcement of this 
new Job Hunter service to Adver- 
tising Age readers and to the read- 
ers of the servicemen’s Pony 
Edition of Advertising Age has 
already resulted in numerous re- 
quests for men, which we are at 
present unable to fill. So, if you 
qualify, and if you want a job, 
write for a job application blank 
at once. 

Here are some of the jobs for 
which we have been asked to sup- 
ply likely applicants: 

1. An eastern. publisher 


Fill in in duplicate and return to Job Hunter, Advertising Age, 100 E. Ohio St., Chicago 11, Il. for free employment sery 


EMPLOYMENT APPLICATION FORM 


For Discharged Veterans of World War ll 
Interested in Advertising, Merchandising, Publishing, Radio and Similar Fields Only 


SS a 


ee 


Sex 


Age 
Married? 
Will you takes job anywhere in U.S.? 


How many children? ____ 


Hf not, designate gosinad location — sl 
pe a re ————_ 


TYPE OF WORK DESIRED 


Number 1, 2, 3, etc. the type of work you believe your ex 
perience and characteristics make you best suited for. 


—_—Copywriting Radio Writing 
——_——_Publicity —_— Ant, Layout, ete 
———Research —_—— Merchandising 
———-Sales Promotion —_——Production 
—_——_Space Buying Time Buying 
—__—Media Selling ——— Editorial 


Minimum starting salary you will accept, per week $__ | 


WANT A JOB?—Discharged veterans of World War II and civilians formerly 
in government service who are interested in advertising, radio, publishing and 
similar jobs, are invited to write Job Hunter, Advertising Age, 100 E. Ohio St, 
Chicago I1, for copies of this application blank for filing in a new free job 


service for veterans. 


Initial announcement of the service has brought many 


requests from employers, but few applicants are available. 


wants four or five men in its ad- 
vertising sales department, and 
says its ideal for this job is “a 
college graduate who has had 


It takes tons of 
PAPER to produce 


Plastics for plane parts . . . nylon for parachutes . . . improved com- 


war-vital chemicals 


he 
RF PE, 


pounds for explosives—these and thousands of other products of 
chemistry are needed to win the war. And paper plays a vital role in 


their production. 


Directing the chemical industry are hundreds of silent “super- 
visors’ —the paper laboratory reports, sample slips, instruction tags, 


and labels. 


“Keep your powder dry.”” This old military adage is made a 
reality by special wrapping and lining papers that protect shipments 


of T.N.T. and other explosives. 


In manufacturing over 5,000 products, the chemical industry re- 
quires paper for thousands and thousands of different uses. Indeed, 
paper is an essentiality to the “industry which serves all industry.”’ 


Se eclcoa A PRINTING PAPERS 


While conserving our nation’s critical resources wherever possible, we 
are manufacturing the highest quality Kimberly-Clark paper that can 
be made under wartime restrictions 


KIMBERLY 
CLARK 


CORPORATION 


WISCONSIN 


A PRODUCT OF 


\| Kimberly 


Clark 
RESEARCH 


“TRADE MARK 


SAVE WASTE PAPER —Paper isa vital war 
material. It is the duty of every American 
to make full use of each piece —to save all 
waste paper and have it collected regularly. 


several years of experience ip 
retail selling, merchandising o; 
advertising, who has seen active 
service and been honorably dis- 
charged from the armed forces, 
and who is interested in selling.” 

2. An agency in Texas has a 
client who is looking for an able 
young man to assume the respon- 
sibility of advertising manager 
and publicity director for its line 
of lubricants and greases. 

. A business paper in New 
York is “very much in need of a 
promotion manager.” 

4. An agency in Chicago 
wants a list of all the available 
veterans we can gather. 

5. An Ohio agency wants an 
industrial copywriter, preferably 
with experience, but otherwise 
with qualifications which will 
enable him to gain the necessary 
experience in a reasonable time. 

6. A big Chicago department 
store is interested in several ex- 
servicemen “who have retail ex- 
perience in copy and layout.” 

7. An agency in the South 
needs an experienced artist who 
can handle the general run of 
small agency work, including 
visualizers and finished art. 

8. The advertising manager 
of an important industrial cor- 
poration in Maryland needs an 
assistant, “cone with some indus- 
trial experience who has had the 
responsibility of copywriting, 
layout and graphic production in 
some previous assignment.” 

9. A Chicago agency wants a 
copy man with agency experi- 
ence and background, prefer- 
ably but not essentially with ex- 
perience on packaged goods as 
well as industrial items. 

10. A retail store in the East 
wants several assistants in its 
advertising department—men or 
women—who are eager to get 
started in the business by rub- 
bing their noses in the day-to- 
day details of running a retail 
advertising department and an 
important direct mail operation. 
These are some of the jobs which 


are now available for returned 
veterans or former governmen 
employes who may be interested. 
If you are eligible—or know some 
one who should take advantage of 
this 
ADVERTISING AGE, 100 E. Ohio St. 
Chicago 11, Ill., for a job applica- 
tion blank at once. 


+ 
U 


service—write Job Hunter, 


Douglas to GM Post 


Morgan D. Douglas has been a)- 


pointed general manager of ite 
General Motors truck and coa:h 
division, g 
Irving B. Babcock, who recent-y 
resigned to become president °f 
Aviation Corporation, New York. 
Mr. 
parts and accessories manager 
the Chevrolet motor division sin’e 
1929, as well as general manag”! 
of the GM parts division since 19 3 
'and director of parts distributi n 
for GM war products. 


New York, succeedi 


Douglas has been gene’: 


1 O eee 


| Dawer Appoints Water 


Sig Dawer & Co., New Yi 


manufacturer of compacts and cc - 
tume jewelry, has appointed N 
|man D. Waters & Associates, N: 
York, to handle forthcoming : 
vertising in national class and g¢ 
eral magazines, as well as in tr: 
| publications 
| jewelry, and gift fields. 
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Menninger Tells 
How to Put Vets 
in Sales Jobs 


w York, Jan. 9.—Four major 
Ba s—selection, training, coun- 
eli: zg, and the providing of com- 
hen: ations—must be given atten- 
ion by the sales executive in 
atte opting to reorient the return- 
ing -eteran to sales work, declared 
ol. William C. Menninger, Medi- 
al Corps, Office of the Surgeon 
encral, Army Serviced Forces, at 
he marketing conference of the 
rican Management Associa- 
tion here last week. 

Stating that not all returning 
ans will have serious diffi- 
culties in adjustment, but that 

any minor and a large number 
of major maladjustments will have 
to be anticipated, Colonel Men- 
minger stressed the value of. recog- 
mizing the need for providing 
various types of compensation— 
aside from monetary—to the 
salesman in response to his need 
to escape from the pressure of his 
iob. He suggested that to encour- 
age a feeling of “belonging”—be- 
cause the salesman’s assignment 
may cause his absence from office, 
home, and normal social and 
avocational outlets—special groups 
within the office organization 
should be provided, plus special 
rewards and special recognitions, 
and frequent use of citations. He 
noted that the development of 
group health insurance plans, life 
insurance programs, home owner- 
ship opportunities and cooperative 
marketing might be helpful also. 
Colonel Menninger declared that 
‘regardless of his understanding, 
the one most important tool of the 
executive in all veteran adjust- 
ment problems is patience” during 
the more or less inevitable “period 
of restlessness, impetuousness, ir- 
ritation, and disappointment.” 


Series Honors Parlin 


The Philadelphia chapter of the 
American Marketing Association 
has established the annual Charles 
Coolidge Parlin memorial lecture, 
honoring the Philadelphian who 
in 1911 originated the science of 
market research and public opin- 
ion survey. 

The series of lectures will be 
given in May of each year under 
auspices of the Philadelphia chap- 
ter of AMA. Funds for maintain- 
ing the memorial have been pro- 
vided by Curtis Publishing Com- 
pany for whom Mr. Parlin set up 
the first market study service. 


Form Sanger-Funnell 


Sanger-Funnell, Inc., New York, 
has been organized to replace the 
advertising service formerly 
owned and operated by Alan B. 
Sanger. Officers in the new com- 
pany will be Alan B. Sanger, 
president and treasurer; Walter L. 
Funnell, vice-president, and M. D. 
Livi ingston, secretary and assistant 
treasurer, 


f 
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. . . say textile and apparel executives, away 


from the office on business, or on vacation. It’s as important as all that! For over 
the pages of this daily newspaper, march the vital facts of world-wide market 
conditions, prices, government news, technological developments, contracts, buy- 
ers’ arrivals... gathered by “on-the-spot” reporters here and abroad . . . facts 
no executive in the field can afford to miss. You'll find that your ads in the DAILY 
NEWS RECORD are read like news... make them newsy and they carry the same 
weight as the news columns. America’s second largest industry . . . from raw 
material producers, mills, and manufacturers, to retailers . . . can be reached as 


a unit only through the DAILY NEWS RECORD! 


LET'S LOOK AT THE RECORD 


News is received and coordinated in the Fairchild 

building in New York by a complete staff of editors, 
feature writers, rewrite, and other city news staff person- 
nel . . . set-up in our own composing room ... printed on 
our own presses . . . rushed to trains and post offices in 
special trucks. A real news organization . . . not just a 
publication! 


Over 325 Fairchild staff correspondents, strategically 
| placed from London to Rio, from Portland to Paris, 
gather news of worldwide market conditions right on the 
spot. The Record gives it to ‘em first! 


9 Daily News Record price quotations are gathered 
personally in the market, weighted and compiled .. . 
not copied from a news ticker. That's why they're accepted 

> as authentic by the market . . . recognized by the courts. 


Over 400 contract advertisers . . . 95 of them daily 

. and over 450 spot advertisers use the Daily News 

Record . . . the largest volume of advertising in the field, 
whether measured in space or dollars! 


Subscribers pay $15.00 for a Daily News Record 
subscription . . . more than twice that of the next 
highest publication in the field. 84% renewal percentage 

. the highest of any publication in the industry. Circula- 
tion restricted only a paper shortage. That's real reader 
interest! 


ee 4 et0wd oe 


~ THE ONLY NEWSPAPER FOR Cevtiles 


ii Si Men’s Wear and Domestics 


Government news, orders from WPB, OPA and other fj 
official agencies, gathered by the Fairchild Washing- 

ton staff of 10 full time newspaper men, are transmitted 

by direct wire at the rate of as many as ten thousand 

words per day. Complete, authoritative, vital. 
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K&E Head Commends 


Defense of Copywriters 

To the Editor: May I commend 
Larry D’Aloise’s excellent letter in 
your issue of Dec. 25, commenting 
on the article by Sergeants Hine 
and Stein, which appeared in the 
service publication, Yank. 

The 4F’s and overagers, so mer- 
cilessly castigated by these young 
men, have an able defender in Mr. 
D’Aloise. He makes no exagger- 
ated claims for their war work. 
He doesn’t even mention the mag- 
nificent contribution that advertis- 
ing men and women have made in 
helping solve the many problems 
of the home front. He refrains 
from quoting the admirals, the 
generals, even the Commander-in- 
Chief, all of whom have been gen- 
erous in their comments on what 
advertising has done, and is doing. 

He grants “that advertising may, 
at times, deserve a well - placed 


This department is a reader’s forum. Letters are welcome. 


kick in the pants”—an award usu- 
ally earned by the overly exuber- 
ant, the irresponsible, the wild- 
swingers in our ranks; of which a 
number are now overseas—includ- 
ing, I suspect, Sergeants Hine and 
Stein. 
Tuomas D’A Bropuy, 
President, Kenyon & Eckhardt, 
New York. 


American Rirlines’ Ads 
Shown in Booklet 


To the Editor: There has been 
much news lately emanating from 
the ODT taking to task certain 
airlines for what the ODT con- 
siders sales promotion advertising 
copy which that agency feels is 
inappropriate because of the 
heavy war burden being placed on 
travel facilities. 

American Airlines is very proud 
to have been omitted from those 
airlines which were chastised. A 


sample of the type of advertising 
copy we have been running has 
been condensed in the booklet, 
“There Is Only One Air,” which 
we feel might be of interest to you. 
In the booklet we used only the 
text. Reprints of the complete 
ads, text and artwork are avail- 
able in this office should you care 
to see them. 
THOMAS J. DEEGAN, 

Director of Public Informa- 

tion, American Airlines, Inc., 

New York. 

— = 


‘Right Up Our Street’ 


To the Editor: Your parade of 
ideas expressed in the “Creative 
Man’s Corner,” Dec. 11 _ issue, 
turned right up our street and was 
a sight for sore eyes. For.months 
we have been preparing our 75th 
anniversary issue, February, 1945, 
and have been insisting that all 
hands keep in mind one central 


Men Who Know 
This Market Best 


James I. O’Crowley, President- 
General Manager of Wm. H. 


Frear & Co., Inc., Troy’s largest 


department store, says: “We have 


ae uh 


fe 


eel : be o iid bag © 


sumers within a 31-mile radius 


of our store.” 


Troy, N. Y. is a BIG 


purchased nearly 450,000 lines of 
advertising space in The Record 
Our 


organization recognizes the tre- 


Newspapers during 1944. 


mendous sales influence these 


papers have on the 123,000 con- 


market and you can tell your sales 
story to “everybody” through The 
Record Newspapers, ‘Troy’s only 
dailies. ‘They give you complete 


coverage at ON E low cost of only 


12¢ per line. 


idea: that this journal and this 
issue emphasize service to. the 
medical profession and thus to all 
mankind, rather than the glorify- 
ing of itself. 

To that end the issue has been 
keyed on the currently tremendous 
subject of preventive medicine and 
the guest editor of the issue, Dr. 
Harold Diehl, dean of the medical 
school of the University of Min- 
nesota, has laid under tribute 12 
of this country’s most distinguished 
contributors on the subjects of 
public health, immunization, epi- 
demiology, nutrition, maternal and 
child care, insect-borne disease, 
geriatrics and industrial medicine. 
It confirms our feeling that we 
were right when we find that we 
are so thoroughly in chime with 
your editorial thought. 


} MAURICE WOLFF, 
Business Manager, The Jour- 
nal-Lancet, Minneapolis. 
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No ‘Sweetness and Light’ 


To the Editor: Enclosed is an 
example of an agency’s copywrit- 
er’s sudden reversal of appeal, 
inspired by General Eisenhower. 

First “rough” for our client’s 
Christmas message was titled “Vi- 
sion of Victory,” and followed the 
usual, pleasant Christmas pattern 
—war-wracked world sees vision 
of victory .. . Christmas lights 
shine again, etc. 

Our client said “Very inspiring, 
but that’s not the way Eisenhower 
heard it.” 

So we scrapped the “Vision” 
and substituted realism “To make 
men think,” even at Christmas 
time when our message competed 
for attention with all the “sweet- 
ness and light” stuff. 


Stan BOwDLER, 
J. J. Gibbons Ltd., Vancouver, 
B. C, 


7, vy 


Contractor’s Brochure 


To the Editor: You will be in- 
terested, we believe, in the en- 
closed brochure we have produced 
which is a trail-blazer for an elec- 
trical contractor, and a client of 
ours, S. C. Sachs Company. As 
you will recognize, it is an unusual 
endeavor for this type of business, 
and is of course a bid for postwar 
work. 

Just to be sure what others were 
or were not doing, we made a con- 
certed effort to find out what the 
biggest electrical contractors in the 
country had done in advertising 
and business-getting, and as_ far 
as we can determine, none has ever 
done anything like this. 

The brochure, “Facts About 
Sachs,” is to be used in a number 
of ways to serve a number of pur- 
poses; its pages have therefore 
been printed separately as well as 
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REVERSAL—Gen. Eisenhower was the 

copywriter's inspiration for a switch 

from his original idea to a more real. 

istic and thoughtful Christmas message 

for Princeton Brewing Co., Princeton, 
Cc. 


bound so as to be usable in all the 
forms we have planned. 


ry’ 

DIANA SPAULDING, ase ' 

Padco, St. Louis. won't 

vvwey Paragré 

. nces 0 

Appreciates ‘Pony’ e ser 
To the Editor: This note is just 

to let you know I personally like Ht, Ce 

the Pony Edition, and, believe you 

me, it is a nice thing to receive a 


for one who has been in this man’s 


army for about three years and pps >& 
has run the gamut from buck pri- °°" 
vate to the now glorified title of HP “ t 
Special Information Officer. wc P- 
Matter of fact, it is an ideal way sete’ 
to keep up with the advertising #™*° 
news; and if and when this former fF" 
Collier’s representative gets out to 
greet you in person, I’ll make it a (Carol 
point to thank you for a swell idea. Th 
W. B. PHILLEy, : lin 
1st Lt., Air Corps, Sacramento, JRU"'"s 
Cal. wie 
— 7 
: eetin; 
Aids Paper Salvage LC. 
To the Editor: The Evening Bul- he We 
letin has taken a leading part in B° ”' 
the work of the Philadelphia #°°™ 
Waste Paper Salvage Committee ittle 
In the course of this work, many wed 


ideas have been tested and found 
successful, which is proved by the 
actual collections in the Phila- 
delphia area. 

The enclosed idea booklet has 
been prepared for the use of the 


Jniver 
Bill Se 
es, 


_the ave 
many local organizations in the § Malc 


area that meet to discuss ways Mhe Ch 
and means to stimulate waste Boverir 
paper collections and need more Bnd Pj 
workable ideas to put into execu- Bn the 


hicag 


— 


and can turn customers away. 


FUE TRON TT TIMES RECORD 


Investigate! 


We are all highly critical of color because we see color all about 
us every hour of the day, every day of the year. Realistic color 
photography se//s. But second-rate color subconsciously offends 


We offer a procedure that gives you greater control over quality 
of color photography reproduction. First, have Kodachromes 
made by your favorite color photographer. Second, order full 
color Chromart Prints from the Kodachromes you decide to use. 


These fine prints show you what you will get on paper before 
you order plates and printing. We are expert in getting “all the 
good” out of Kodachromes. After approval, send these prints to 
your platemaker as artcopy instead of the Kodachromes, asking 
him to make plates that match the prints color-for-color. 


Nearly all platemakers can reproduce a print far more closely 
than a transparency. Chromart Prints are priced from $44. 


PHOTOCHROME 


837 North Fairfax Avenue 


Z 


tough 
ears cl 
y thei 


ese ¢ 


Hollywood 46, Cal. 


or " - Sa. A Che ae E 
f _ A _ ga Oe , ial og, © * ’ > “ - a ne eh eS . : 
“Bal — Adverti 
y RT 6 Ee OIE oh ee eae — Pea 
. oA e A 2 , ate 5 4 x CHES i, ree Sl 2 iN ee Poi “cd - 
)  Votce ck the Adwerliser — aa ne 
bck. lth ik aerate aims fic Ad Norell ell oe ie eee wu ls § ae . Sa oe 
: Aa Hea cas by 7 PME ry se ‘ fee ous “ v a % 33 sg See ae ak” Fs °e Re as ie ie gee rg sees > Ages, . set ain % sek os = ae 2 3 a i ~ ! } om iit 
2 be Soa } . 
rr a 48 ; sia 
3 ee cea ee: mee 
% <r ‘ i : 
| - i + - 
| 7 > a [Fdit 
>, = ‘ “i _ forn tl 
WORDSE older 1 
TO MAKE “— oe 
a MEN THIN © ee 0°" 
Dn 
, A ee ee es Oe ete cee » 
esate Goos 
FF nS To # 
a Se idabenapecdpstelquntytetatelavrs ig! ta 
me ——— eS pncloset 
a | errno pre prix 
“a —————= nthe s 
‘ ee ere pliers : 
age ‘| pther Cc 
oe | _ Gh Pine “4 
) oo REMI Can In m 
A eeeeieenmemeeenemneeee ee en, W 
7 a yelope, 
is | ooser, 
Po pre to 
| he Con 
eg ‘ ’ [Edit 
‘ i rr eee mele,” 
g braphec 
a | : Bublica 
oe Ne io ; & 
a5; ie bom on i 2 
at : * cul ' * 
* Be 4 j SS 
i PE My % — - y 
‘ et a ‘ “ ee as as A Me # Be , — Subs oa an 2 
Be ‘s : ¢ Pag ei ai, 2 iy a + ey Biondi. 5 
¥ 3 ee oi Le $ 2 > Se 
~ = A ne; Hall et ee . ae a" ae 
he: “Se . i an a a a3 eh’: 
ae a er” i sl fio FF. oe 
otal a +e, A: ee Se a SS f Z bags i ae 
~ ' | gle ar aay Tt 8a .~. *=.. ~~ 
ae eee 4 Ee *~ ee nll wel «ens 
. “ a tee ies a oe Q I ’ i ee es x ; aa 
— i = Ae y a t -* on § o — - rh z. 7 4 ry . = 
i ‘ en (ee, 8 a Ge Re ae i { , ie SS 
9 Te Th i ee Pe ee |! at tly iy 
a PoA ee 5 : fe Fle . ae a oe ay ean i ' "pe % | ; ial : q | 
wt. eo ye ae ~~ fee 
oS Ps ae ee ee ee a S|: i ae : TN ts 
ve ee £ * ei am: a yor a — F i ng Be i a eat J egal a, Beige ay 
a “a en tee ee fs 4 he be 4 cal oe > 2 ; by \ Pre 
im Lome fey ee . Bie ne 7 a 7 an 
: igs CPE ee PS. A: 
e ; io mn - oe * . m a ws J Py § = P pu + 
a ne ww ey : Ae RIAA « ooead ‘ 
. be is 7) a oe Be uageetion’ a ai 3: ioe . @ 
ae : { ; ‘ eon (ie 1 a. eee ee erat, ; Wie Py we : i; oa 4 
gs ad og et rs: eee elie eS = nag a | . ee 
a 4 me he a Li a wit é - e: be me — 1 oe co ws oe Pee é, a a - | 
Bs Pe eae a 00 dele ‘ me ° 4 - ‘Sci & Pei F . : . ‘ - ¥ sl — 
Pi. . “ 4 > Vee" - TT me . a : ex ~ f _ 
oT pra ; : ? vi 
ree | 
z | 
a Color Must be Good |/ | 
wy 
ti Ootur ty 
; | 
hy. | each or: 
= par 
a iliger.¢ 
ee odin 
eee ne ' 
ee SS 
| eed 5 
our 
ted 
: | Zz ot 
’ — Cc bt Stic 
00,0: ¢ 
| ee ea 1 
07 
. nas 


Advertising Age, January 15, 1945 


tion. It is not designed for con- 
sumer distribution but is planned 
» guide and stimulate salvage 
pmnaittees of every type. 

GEORGE T. EAGER, 
philadelphia Evening Bulletin, 
philadelphia. 

(Fditor’s Note: In handy pocket 
form, the Bulletin’s four-pa ge 
folder lists 57 specific ideas for in- 
ng waste paper collections in 


rea 
K he ( ommunity.} 
ao .: 
Goose What’ 
— To the Editor: We think you 


mig! t be interested in seeing the 
losed “Goose What” which we 
rinting for former Padco men 

n the service and for a list of sup- 
+ pliers’ representatives, artists and 
nther craftsmen now in the serv- 


ce. 
, In mailing these out to service- 


mwas Mmen, we enclosed a stamped en- 

elope, addressed to the Chief 

was the Mooser, C/o Padco, in which they 

switch Mbre to send us their comments on 
re real. Mhe Contrib Page. 


message L. T. Kusora, 
inceton, Padco, St. Louis. 
[Editor’s Note: Issue No. 1 of 
_____ #Wolume No. 1 of this mimeo- 
all th braphed news sheet warns that the 
ie 


publication will appear “with epi- 
eptic irregularity” and that Padco 


NG, opes the journalistic venture 
OUIS. TB won’t run into very many issues.” 
Paragraphs describe the experi- 
nees of former Padco men now in 
e service. ] 
is just es 
ly bike Ht, Collins Lost 
cies Lt. Densmore B. Collins, re- 
3 man’s borted missing in the Philippines, 
rs and pas been officially reported lost in 
eke pri- ction by the Navy Department. 
title of Me Was the son of Arthur F. Col- 
ins, of the Chicago office of Cro- 
‘al way @pell-Collier Publishing Company, 
»rtising himself a veteran of the first world 
former "" 
out to ‘ y 
yh a (arolinas’ Admen Meet 
aay a. @ The High Point Enterprise and 
onto Burlington Daily Times-News will 
be joint hosts at the Carolinas’ 
dvertising Executives Association 
eeting Jan. 26-27 at High Point, 
..C. Among speakers will be Don 
1g Bul- Bernard, advertising director of 
vart in Mee Washington Post; Charles B. 
Jelphia Mproomes, vice-president of Adver- 
mittee sing Publications, Inc.; George 
oneury ittle, Treasury Department; Roy 
Suni Parker, professor of advertising, 
ue the Iniversity of North Carolina, and 
Phila. Bill Schak, Metro Associated Serv- 
es, 
et has ‘ ‘ P 
of the Haven to ‘Cosmopolitan 
in the # Malcolm D. Haven has joined 
| Ways fhe Chicago office of Cosmopolitan, 
waste Movering eastern Michigan, Akron 
| more [nd Pittsburgh. He was formerly 
execu- Mn the staff of Harper’s Bazaar, 
hicago. 
ey 
rough all their most impressionable 
it ears children are fashioned and molded 
or y their school teachers. The effect of 
1s ese contacts from childhood to near- 
Gturity is inconceivable. 
ry tochors are conscious of this trust. They 
es Pari academic learning with sincere 
ll iligesce. But they go far beyond in 
€ oldg character and high concepts of 
- ving 
s © ths end they need your help. They 2 
0 
: eed o know all you can tell them about 
sd our ousiness, your ideals of American 
ted m, your attitude about our proven 
ly Ste: of free enterprise. 
‘. tlt! om im their own official state publi- 
atio Cover one state or 42 with 
9,0 0 bona fide subscribers. Let us tell 
% ! e@ full story. 
| Georgia C. Rawson, Manager 
TA © TEACHERS MAGAZINES, Inc. 
07 Michigan Avenue, Chicago 1, Ill. 
eel 


" 8: oclation of 42 state teachers magazines 


Hagan Appoints 

Hagan Corporation, Pittsburgh, 
and its subsidiaries, Hall Labora- 
tories and Calgon, Ince., have 
appointed Ketchum, MacLeod & 
Grove, Inc., Pittsburgh, to direct 
industrial advertising and public 
relations. Calgon domestic adver- 
tising has been handled by the 
agency for several years. 


Angelica Promotes 


H. K. Peirce, formerly sales pro- 
motion manager of Angelica Jacket 
Company, St. Louis manufacturer 
of washable uniforms, has been 
promoted to sales manager. He 
succeeds Harvey  Frohlichstein, 
who has resigned to become dis- 
tributor for the Crosley Corpora- 
tion in the St. Louis area. 


Battelle Paper Out 


Battelle Publishing Company, 
San Francisco, is publishing a new 
monthly trade publication, West- 
ern Radio & Appliances, covering 
radio-television and home appli- 
ance dealers in 11 western states, 
Alaska and Hawaii. A. L. Porch 
directs advertising for the new 
publication. 


27 
Join Hirshon-Gartield 


Jack Manning, who has been in 
charge of public relations and 
radio for the Army signal corps in 
New England: for the past three 
years, has been named radio di- 
rector of Hirshon-Garfield, Boston 
advertising agency. His wife, 
Betty, also has become associated 
with the agency. 
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AMERICA’S CHOICEST PRESENT AND POST-WAR 
“A” MARKETS SERVED BY THE “BIG THREE”! 


Buy three dominant Sunday newspapers 


with your choice of 


%& Run of Paper (Black-and-White) Main News, Smart Set (Society 


and Clubs) and Sports. 


* Pictorial Review (Color and Black-and-White) 1,000-Line Space 
Units only. Some space for 1945 still available... but not for 
long. Order now. 


* A Group Rate—one order, one operation. 


Sige 2 
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THE BIG THREE 


Notional 


Representatives: Hearst 


Pacific Coast Senday Group 


Advertising Service 


.— 


EXAMINER 


LOS ANGELES 
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Intra-Store Video 
‘Obvious Natural’, 
Retailers Advised 


Ira Hirschmann to 
Organize Video, FM 
for 5 Dep't Stores 


New York, Jan. 10.—“The dy- 
namic presentation of goods and 
services by television is an obvious 
natural for department stores,” 
James D. McLean, chief sales engi- 
neer of General Electric Company, 
Schenectady, told delegates to the 
special television session yesterday 
of the National Retail Dry Goods 
Association convention. 

Of the two types of television 
available to department stores, Mr. 
McLean described in detail one that 
he called the “Intra-Tel” system, 
whereby cameras, microphones 
and lights operate from a studio 


in the store or from outlets in 
various departments, with picture 
and sound displayed via projectors 
throughout the store or in its win- 


| dows. 


Used for as many or as few 
hours as the store desires, Intra- 
Tel can serve as a remote pick-up 
point for a broadcast television 
transmitter, Mr. McLean said, and 
thus “enable a store to increase 
the effectiveness of its advertising, 
and compete with mail order 
houses without heavy catalog 
preparation costs or the buying of 
huge stocks of merchandise far in 
advance of the season.” 


‘Billion Dollar Industry’ 


Outlining the future pattern of 
growth of television, potentially “a 
billion dollar industry,” Mr. Mc- 
Lean spoke of G-E’s estimate that 
“within five years after the war 
there will be at least 150 televi- 
sion stations operating in this 
country, bringing program service 
to areas where 67,000,000 people 
live—over half the population of 
the United States.” 

Leonard F. Cramer, executive 
vice-president of Allen B. DuMont 
Laboratories, devoting his talk to 
this Intra-Tel or Intra-Store sys- 


tem of television, spoke of its 
advantages for smaller retailers— 
“stores doing less than the huge 
volume of business necessary for 
them to purchase their own tele- 
vision transmitters and set up 
large commercial station opera- 
tion.” 

With an initial investment of a 
camera or two, control equipment 
and simplified receivers, stores 
with an annual volume exceeding 
$500,000 a year can, Mr. Cramer 
said, solve their principal mer- 
chandising problem—that of “cre- 
ating as large a flow of customers 
through the store as the store can 
accommodate, and building the 
average total sales per customer 
as large as possible.” 


Step Up Purchases 


For example, while a customer 
buys gloves, the Intra-Store re- 
ceiver at that counter can adver- 
tise leather belts, purses or shoes 
to match, thus “shunting the cus- 
tomer from department to depart- 
ment” and “snowballing her pur- 
chases to far larger than normal 
size.” 

Accurate estimates of the cost of 
Intra-Store television, Mr. Cramer 
said, “can’t be made without an 


FOR QUANTITY 


WE 


Although actual production of signs begins 
with the impending removal of WPB restrictions 


ARE NOW 


BOOKING QUANTITY ORDERS 


*TRADEMARKS REG. U.S. PAT. OFF. 


for delivery in the order received! Artkraft's* plan- 
ning department is again cooperating in the design- 
ing of the requirements of America's leading mer- 
chandisers. Quick delivery is foreseen especially to 
customers ordering the same signs as before the war. 
Artkraft's* new policy foregoes the manufacture of 
individual signs so that our entire time and attention 
may be devoted to the interests of quantity buyers. 


A modern research laboratory, manned by the . 


most brilliant technical staff ever assembled within 
the industry, advanced engineering practices, ex- 
panded production facilities, and mass production 
methods which we have applied in our war produc- 
tion will result in an even finer product and hereto- 
fore unequalled savings for our customers. 


Artkraft's* exclusive features include Porcel-M- 
Bos'd letters (raised right out of the heavy sheet steel 
background by patented process, and 75°%/, more at- 
tractive and readable); 999/1000% perfect neon 
(actual average record); and Galv-Weld frame con- 
struction (no rust, no vibration); together with, of 
course, 10 year guaranteed porcelain enamel. 


During the past quarter century we have served such 
leading sacaheationes as J. C. Penney Co., Shell Oil, 
A & P Food Stores, Western Auto Stores, Frigidaire, 
Marathon Oil, U. S. Tires, Pittsburgh Paint, Ford 
Hopkins Drugs, White Auto Stores, Americ>n Stores, 
Westinghouse, Lowe Bros. Paints, Skelly Oil, Nash- 
Kelvinator, Belk Stores, Ely & Walker, Cord, Empire 
Super Markets, National Refining, Mid-Continent 
Petroleum, Delco-Heat, and many others. 


Consult Artkraft* now on any sign problem without 
obligation. Mr. L. R. Zeamans, Eastern Sales Man- 
ager, or Mr. E. B. Tiffany, Western Sales Manager, 
will arrange personal calls where desired. 


THE WORLD'S LARGEST MANUFACTURER 
OF ALL TYPES OF SIGNS 


THE ARTKRAFT* SIGN COMPANY 
900 Kibby St., Lima, Ohio, U. S. A. 


THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 
900 Kibby St., Lima, Ohio, U.S.A. 
( We believe that Artkraft* signs fit into our post-war 


merchandising plans and would appreciate receiving full 
information and literature. 


) You may have one of your representatives call upon us. 


Name 


SIGNS OF LONG LIFE* 


Firm 


BUYERS City 


actual survey of the premises. An 
installation with one camera and 
a few receivers carefully distrib- 
uted can be made for less than 
$25,000—yet it is conceivable that 
a large operation might spend 
upwards of $200,000 for its Intra- 
Store setup.” 

Department stores’ prospects of 
reaching customers in the home 
through broadcast television were 
discussed by Dan D. Halpin, assist- 
ant to the vice-president of the 
RCA Victor division. 

“The first television markets,” 
he said, “will be metropolitan 
New York, Philadelphia, Albany, 
Chicago and Los Angeles, where 
television stations are now oper- 
ating. By 1946 AT&T proposes to 
serve, in addition to Washington, 
Boston from New York; Washing- 
ton to Charlotte; Chicago, Terre 
Haute and St. Louis; and Los An- 
geles and Phoenix. 


Link Capital, West Coast 


“By 1948-50, in addition to Chi- 
cago, Toledo, Cleveland, Buffalo, 
the completion of a southern 
transcontinental route is antici- 
pated, thereby linking Washington 
with the West Coast. In approxi- 
mately five years after the com- 
mercial resumption of television, 
television transmitters located in 
157 key cities of the United States 
should be making television pro- 
gram service available to a pri- 
mary market consisting of 72,159,- 
000 people, 17,252,000 wired homes, 
and 61.5% of the purchasing 
power of the United States. 

“An additional ten million peo- 
ple should have television avail- 
able to them by secondary tele- 
vision network developments,” Mr. 
Halpin continued. In ten years, 
80% of the wired homes in the 
country can be reached by televi- 
sion, he added, concluding with 
the estimate that “it appears that 
television receiver sales will reach 
approximately 3,500,000 units per 
year for a total retail billing of 
between six and seven hundred 
million dollars per year.” 

Active interest in this potential 
growth of television can be seen 
through replies received by Tele- 
vision in a cross-section survey of 
250 leading department stores. Of 
the retailers answering from 25 
states, 51% plan to use television; 
26% do not plan to use it, while 
23% don’t know. Belief in the 
soundness of Intra-Store was ex- 
pressed by 35%, while 9% plan to 
install this system on an estimated 
equipment cost of $50,000, and 
14% would do so on the basis of 
a $25,000 initial outlay. 

Conventions by Television 

J. R. Poppele, chief engineer of 
WOR, New York, and president of 
the Television Broadcasters Asso- 
ciation, told NRDGA _ delegates 
that, with conventions about to 


become a wartime casualty (Feb. | 


1), conventions of tomorrow may 


well be handled by television cir- | 


cuits. Predicting that conventions 
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COTTON 
INSULATION 


WON'T BURN 


=f Won't pack after installation— 

| weighs less—easier to install 
—gives up to 36% more effi- 
ciency —cuts fuel bills up to 
30%. Send for analyses by 
the War Food Administration 
showing the many advantages 
of Cotton Insulation. 


FREE 


44 pages describing eleven 
different tests and giving 
you a photographic record 
of results. This authorite- 
tive, interesting, and valu- 
able book will post you 
up-to-the-minute on insula- 
tion. . . . Write for your 
2 copy now. Address 

aa) National Cotton Council! 
A Dept....... » Box 18 
Memphis 1, Tennessee 


" COTTON INSULATION ASSN.” 
i NATIONAL COTTON COUNCIL ; 


OFFERS BOOKLET—First of three ads 
for the Cotton Council-Cotton Insula. 
tion Association scheduled for Febru- 
ary and March issues of women's mag- 
azines is this copy, which offers the 
book, "Cotton Insulation,” to readers, 


via television will certainly come 
to pass within the next decade. 
Mr. Poppele described how, with 
sufficient coaxial cables and radio 
relay circuits, “large screen tele- 
vision equipment could be installed 
in public auditoriums in each city 
where association members are 
located. Thus, the entire conven- 
tion program could be conducted 
in New York City, let us say, 
while members sit in on the activi- 
ties in their own homes, watching 
the proceeding on _ theater - size 
screens.” 

Further department store inter- 
est in television, as well as in fre- 
quency modulation, was evinced 
today with the announcement by 
Walter Rothschild, president of 
Abraham & Straus, Brooklyn store, 
and of Metropolitan Television, 
Inc., New York, a subsidiary of 
A&S and Bloomingdale’s, that Ira 
A. Hirschmann has been appointed 
to organize television and FM 
activities for Federated Depart- 
ment Stores. 


Supervised WABF Work 


| Mr. Hirschmann, who has re- 
turned from an eight-month mis- 
sion in Turkey for the State De- 
partment, is vice-president of 
Metropolitan Television, and has 
initiated and supervised much of 
the work on WABF, Metropolitan's 
| FM station, and W2XMT, its ex- 
| perimental television station. 

| In addition to A&S and Bloom- 
ingdale’s, Federated Department 


ny IMPOSING group of successful advertising executive 
and advertising agencies find this a lucky number. It en 
ables them to usea service consisting ofad-setting, engravine 
and printing—all undér one roof... Specially trained men ar: 
always on their toés to serve you so well that you will com: 
back again. We ean lighten your burdens~and at the sam: 
time produce better and more profitable printing for you- 
at a saving of time,'trouble and money, Phone Whitehall 230: 


FAITHOR 


CORPORATIO 


AD-SETTING » ENGRAVING + PRINTIN 
400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 23¢ 
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stores include F. & R. Lazarus & 
Co., Columbus; John Shillito Com- 
yany, Cincinnati, and Wm. Filene’s 
sons Company, Boston, all of 
which have filed applications with 
the FCC for FM and television 
licenses in their respective cities. 

Atter Feb. 1, Mr. Hirschmann 
will be in Metropolitan’s New 
yor: headquarters at 654 Madi- 
sn Ave. to direct the develop- 
mental program for Federated De- 
partment Stores. At Blooming- 
dale’s, Mrs. Jeannette Moser, ad- 
yertising manager for the past six 
years, has been named sales pro- 
motion director, a newly-created 
position, duties of which she will 
take over when Mr. Hirschmann 
leaves the store. 


Public Prefers 


‘Conservation’ 
as Ad Theme 


New York, Jan. 9.—Ninety-five 
per cent of consumers, queried by 
the Committee on Consumer Rela- 
tions in Advertising, approve ad- 
vertising which “tells how to con- 
serve and get the most out of one’s 
equipment, clothes, etc.” 

Next in order of consumer ap- 
proval is advertising which ex- 
plains rationing or other govern- 
ment regulations, named by 90%, 
followed by advertising that tells 
how to plan nutritious meals and 
“stretch” rationed or scarce foods, 
89%. 

Other popular themes were ad- 
vertising that promotes the war 
program by promoting war bonds, 
salvage of scarce materials, etc., 
83%; that promises wider distri- 
bution of products at lower cost, 
717%; that “features peace, free- 
dom and security in the postwar 
world,” 74%, and that “informs 
one of the availability of booklets 
giving product or other informa- 
tion,” 71%. 

Greatest disapproval, 58%, was 
shown toward advertising themes 
which urged immediate postwar 
relaxing of federal controls over 
materials and prices. 


KSO, KSCJ to CBS 

KSO, Des Moines, and KSCJ, 
Sioux City, Ia., on June 15 will 
join CBS as basic and basic sup- 
plementary stations, respectively. 
Both stations operate full time on 
5,000 watts, with KSO on 1460 kc., 
and KSCJ on 1360 kc. 


B-B-C Promotes Gillett 
Edward C. Gillett, St. Louis 
branch manager of Brunswick- 
Balke - Collender Company, has 
been appointed sales manager of 
the billiards and bowling division, 
with headquarters at Chicago. 


CBS Names Stanley 


Howard Stanley, former direc- 
tor of press information and sales 
promotion for WTOP, Washington, 
and previously with WINX, Wash- 
ington; WGAN, Portland, Me., and 
WGAL, Lancaster, Pa., has been 
named assistant director of promo- 
tion service for CBS-owned sta- 
tions. Mr. Stanley will work out 
of New York, but until his suc- 


500,000 


OCK PHOTOS 


WRITE FOR INFORMATION 


AMDFMANN & FABRY CO. 


S S. WABASH AVENUE 
CHICAGO 


cessor is named at WTOP, will 
spend part of his time in Wash- 
ington. 


Allied Liquor Industries 
Postpones Conference 


In response to the government 
request that all meetings of more 
than 50 persons be canceled, Al- 
lied Liquor Industries, Inc., has 
postponed indefinitely a confer- 
ence on the industry’s “most pres- 
sing public relations problems,” 
scheduled to have been held at 
the Waldorf-Astoria Hotel, New 


York, Jan. 30-31, Thomas F. Mc- 
Carthy, president, has announced. 


Goodrich Dep't Formed 


B. F. Goodrich Company, Akron,,. 


has established a new products 
department of its aviation division 
to develop new rubber, synthetic 
and plastic products for use in 
aviation. 


‘Parents’ Pony Out 


Parents’ Magazine, New York, 
has issued a pony supplement for 
distribution overseas to fathers in 


service. The edition carries no 
advertising and is designed to 
bridge the gap between small chil- 
dren and their long-absent fathers. 


To Wildrick & Miller 
Flexible Packaging Institute, 
New York, has appointed Wildrick 
& Miller, Inc., New York, as its 
advertising counsellor. 


Shepard Moves 


K. E. Shepard Company, Chi- 
cago agency, has moved to 105 S. 
La Salle St. 
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Heads Container Sales 


Fred E. Vopacke, formerly with 
Butler Brothers, Chicago, has been 
appointed sales manager of Paper 
Container Mfg. Company, Chicago. 


(PAGy Looking For A New Line? 


~ Then we have it. VITAMINS is the 
big profit field today. t us pack 


Le 
you a Multi-Vitamin or B 
Complex formula, under 


your own label. We 
can handle a few more accounts. Write 
today for complete information. 


THE GIBSON COMPANY 


Gibson 
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EASTERN SALES OFFICE: 


CHICAGO 11 


50,000 WATTS 


MUTUAL 


ILLINOIS 
720 KILOCYCLES 
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220 EAST 42nd STREET, 
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Little Elmer says: ‘‘There’s no need experiment- 
ing in the Chicago area when WGN ’’s leadership 
in local and spot business is so well established.’’ 
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‘Between Drives’ 
War Bond Appeals 
Asked by Treasury 


Washington, Jan. 9. — Jubilant 
over the success of the 6th War 
Loan drive, which brought in 
more than $20,000,000,000, the 
largest financing effort ever com- 
pleted by the government, Treas- 
ury officials believe the next major 
drive can be put off until late May 
or June if present plans for “in- 
terim” promotion are successful. 

Although war spending will 
climb again early this year after 
dropping to a low of $7.1 billion 
in November, 1944, it is felt that 
united efforts of all media and 
advertisers can maintain “between 
drives” buying, and head off or 
minimize any tendency of bond 
holders to cash their certificates. 

Treasury is planning a series of 
energetic appeals to unite media 
behind the “interim” campaign 
this spring. Starting with a spe- 
cial “meeting by mail” with the 
outdoor industry, and_ sessions 
with the War Aids Committee of 
the Newspaper Advertising Execu- 
tives Association, officials hope to 
stimulate sponsored copy. 


Bond Linage Drops Off 


Between the 5th and 6th War 
Loan drives, it is pointed out, 
sponsored newspaper linage for 
war bonds fell from 700,000 and 
800,000 lines per month to 525,000 
lines in August. Equipped with an 
important “To Buy and to Hold” 
message, Treasury wants to keep 
the pressure on throughout the 
spring. 

Special appeals will be sent to 
all outdoor operators to push spon- 
sorship of Treasury panels during 
the next few months. In addition, 
Treasury is continuing its tran- 
scribed radio programs, abandoned 
between the 5th and 6th drives on 
a three-a-week basis, to hold radio 


support. 

Newspapers will continue to 
receive page ads and 400-line 
adaptations each week. S. George 
Little, chief of the newspaper sec- 
tion, will meet with the NAEA in 
Chicago Jan. 15 to discuss a special 
statement on between-drives copy 
which will enable local sponsors 
to tie their ads to the Treasury 
program. 

In his message to the outdoor 
industry, Ted Gamble, director of 
the war finance division, noted 
that the Treasury program has 
always been on a_ sponsorship 
basis. “We have gone hat in hand 
asking for help,” he said, “and 
we have succeeded beyond the 
wildest dreams that any of us 
might have had. 

“T believe that this has been an 
effective demonstration of de- 
mocracy in action, for sponsorship 
is voluntary and the sponsor de- 
cides for himself the amount of 
his participation. More than this, 
his sponsorship is effective right 
in his own community. Yet al- 
though sponsorship is local, it is 
at the same time a part of the 
tremendous national effort and is 
for that reason more effective.” 


Hayden, Hicks Advanced 


R. A. Hayden, Toronto manager 
of Belding-Corticelli Ltd., Mont- 
real, has been appointed general 
sales manager, succeeding W. G. 
Hicks, who has become assistant 
general manager. 


Returns to Gibbons 


Wing Comdr. Ewart G. Mac- 
pherson, recently retired from the 
RCAF, has been appointed western 
supervisor of J. J. Gibbons Ltd., 
Toronto, and is resuming his duties 
as Gibbons vice-president. 


Boardman to Avco 


Elmer I. Boardman, formerly 
vice-president of Automatic Coal 
Burner Company, Chicago, has 
been appointed manager of heater 
and boiler sales of Spencer Heater 
division of Aviation Corporation, 
Williamsport, Pa. 
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ALL THIS AT 
ONE GLANCE: 


CIRCULATION OF EACH OF 
THE 8 MAJOR NEW_YORK 
NEWSPAPERS SINGLY AND 
IN COMBINATION 


COVERAGE OF KEY SHOP- 
PERS OF EACH OF THE 8 
MAJOR NEW YORK NEWS- 
PAPERS SINGLY AND _ IN 
COMBINATION 


OPEN RATE OF EACH OF 
THE 8 MAJOR NEW_YORK 
NEWSPAPERS SINGLY AND 
IN COMBINATION 


MILLINE RATE OF 


NUMBER OF LINES A 
DOLLAR WILL BUY IN 
EACH OF THE 8 MAJOR 
NEW YORK NEWSPA- 
PERS SINGLY AND IN 
COMBINATION 


ED KENNELLY, National Advertising Manager 


TITLE | 


STATE | 


‘Rock Products’ Smaller 


Effective with the February 
issue, Rock Products and Rock 
Product’s Operator, Chicago, will 
reduce its trim size, because of 
paper limitations, to 8 x 11% 
inches. 


Butler Promotes Fagan 


Harold Fagan, fancy goods divi- 
sion merchandise manager of But- 
ler Brothers, Chicago, has been 
appointed manager of the San 
Francisco branch. 


Webster to Foster 


Larry Webster, formerly owner 
of his own company, Industrial 
Service, Vancouver, B. C., has 
been appointed head of the Van- 
couver branch of Harry E. Foster 
Agencies. 


Templeton Heads Sales 


J. T. Templeton, formerly with 
the War Department, has been 
appointed director of sales, auto- 
motive division of Sparks-With- 
ington Company, Jackson, Mich. 


, 


future. 


ad 
Pee 


iy: 


ra 


presentation is believable, convincing, de- 
pendable. Sixth in the series of room plans, 
“Tomorrow You Can Live Like This,” 
features “Bedrooms for Grownups” in the 
February issue, four pages in color, illus- 
trating for more than 2,300,000 Better 
Homes & Gardens reader-families, sound 


suggestions for their homes of tomorrow. 


Day after day Better Homes & Gardens 


gets from its readers increasing evidence 
of a huge, postwar building market. This 
series is giving America practical ideas for 
those new and improved homes. It’s just 
one of the many Better Homes & Gardens 


editorial campaigns with an eye to the 


Thru Better Homes & Gardens comes help 
for every phase of home life. Yes, home 
and family life is synonymous with Better 
Homes & Gardens, the Nation’s leading 


home magazine. 


See (omorro 


. in Better Homes & Gardens. Its 
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no . ‘ 

ncy BChicago Sun’ Is 

SW York 4 

PB ceiGiven More Paper 

Bre ve t ‘ 

cor cfin WPB Reversal 

tive andi w-shington, Jan. 11.— WPB’s 
ompliance committee, explaining 
nat it had been “too hasty” in is- 

row wing an order against the Chicago 

ma, Cal fun last November for allegedly 

fic Coasf/sing 889.89 tons more newsprint 

tative offfnan its quota permitted, has re- 


c. 


oked the suspension order against 


the newspaper. 

Walter Foster, chief compliance 
commissioner, explained that the 
appeals board has since decided 
that the Sun was entitled to use 
the paper in question because the 
paper’s provided quota was too 
small. 

Since it was published during 
less than a month of 1941, the year 
on which newspaper print quotas 
are based, the Sun operates on a 
“constructive quota” worked out 
by negotiation with WPB. De- 
velopments show that the Sun ac- 


tually used less paper in the sec- 
ond quarter of 1944 that it would 
have been permitted under the 
latest appeals board ruling, WPB 
pointed out. 


Nolte Joins Agency 

Lt. Col. Lawrence W. Nolte, 
released after three years in the 
Army, and previously head of 
advertising and marketing activi- 
ties for the American Dry Milk 
Institute, Chicago, has joined 
Needham, Louis & Brorby, Chi- 
cago, as account executive. 


Lunkenheimer Appoints 


Frank P. Rhame, director, vice- 
president and assistant general 
manager of Lunkenheimer Com- 
pany, Cincinnati valve manufac- 
turer, has been appointed general 
manager, succeeding Charles A. 
Brown, retired. 


Southam Names Hayes 


Jack Hayes, sales manager of 
Southam Press, Toronto, has been 
appointed assistant manager and 
director of sales. 
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Tank Car Order Hits 
Other Burdened Industries 

Washington, Jan. 11.—It might 
have appeared that the chemical 
industry alone was involved when 
WPB authorized construction of 
550,000 tons of additional capacity 
for production of sulphuric acid 
last week, but a little research 
shows how much a tight wartime 
economy can be upset by such an 
action. 

When it was decided to make 
more acid for production of ex- 
plosives, for instance, ODT was 
ordered to provide 7,000 tank cars 
for moving the new acid output. 


By STANLEY E. COHEN, Washington Editor 


These cars had to be withdrawn 
from the already over-burdened 
petroleum fleet and sent to shops 
for adjustment. 

Meanwhile 4,000 other tank cars 
requiring repairs were immobil- 
ized while the shops worked on the 
acid transports. Shipments of pe- 
troleum to the East fell far behind 
requirements because the two 
pipelines handle only about half 
the traffic. 

Finally to keep the remaining 
cars moving, Uncle Sam has im- 
posed heavy fines for holding tank 
cars more than 24 hours. Small 
firms, particularly in the fertilizer 


GIBBONS 


AO VERTISING 


greann. 
VI72 EG 


KNOWS CANADA 
J. J. GIBBONS LTD. 


,and soap industries, that formerly 
|}used cars as storage points find 
| themselves in a bad spot because 
it is almost impossible to build 
stationary storage tanks now. 

Note: In addition to new sul- 
phuric acid plants, WPB is map- 
ping additional munitions and tire 
factories that cannot be in produc- 
tion before fall. 

bo ok 


Tip: WPB may come to terms 
with publishers who are holding an 
estimated 20,000 tons of heavy 
paper in their inventories because 
they get more printing area under 
their quotas by using lighter stock. 
When this group suggested that 
they be permitted to charge off the 
inventories as lighter stock last 
fall, the government said “no”, but 
supplies will be so low by April 
that many believe an agreement 
will be reached. Game: Clerks of 
some of the most active Senate 
committees are betting that the new 
Surplus Property Board won’t 
last. Members of the board feel 
otherwise. Caution: Automobile 
people no longer offer definite 
guesses on the date when new cars 
will appear. They talk in terms 
of “V-E Day plus.” Again: Rep. 
Dirksen had a war bond adver- 
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YUSIF-THE 
CAMELS’ 
CHOICE! 


4 


7 


time. 


In Bagdad-on-the-Cuyahoga, which is also 
called Cleveland, one Yusif ibn Yusif pre- 
sided over a filling station for camels. He 
had fresh, sparkling well water, the delight 
of dry dromedaries. Yet the 
disdainfully passed him by. And he eked 
out a miserable existence, one eke at a 


Ne 


GOOD DRINK 
FOR MAN € BEAST 


“Stop at Yusi 


camel trains station praised 


On the caravan road, beyond the city 
gates, he placed an inscription which said, 


man and beast”. 
his rest rooms. 


veyed exotic v 
nothing availed. 


Good drink for 
And another scroll at his 
the celestial cleanliness of 

But, though he also pur- 
iands, such as hamburgers, 


f's place. 


Ne ons 
os —— 
— ™ 
Cz 


“Listen, droopy burnouse! 
tions. For the camel 
thither from afar 


less—over WHK. 


the camels will walk a mile to you”. 
And the camels did. 
scored another merchandising hit. 


Yusif did. 


Then spoke unto him a friend saying, 
Hundreds of 
contented camels drink at city filling sta- 
drivers 
by the magic of wire- 
Do thou likewise. and 


Simply bec 


“RETAILERS' 


are lured 


And 


And WHK 
WHK-WCLE, 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 


ause it sells like crazy, 


IS 


CHOICE IN CLEVELAND" 


Cleveland — WHKC, Columbus 
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tising bill in the hopper the first 
day the 79th Congress assembled. 
Cut: CAB wants the big airlines 
to reduce airmail charges from 60 
to 30 cents a ton-mile. In hear- 
ings to follow, the federal agency 
could easily go into airline adver- 
tising expenses. 
* * ok 


Notice: ODT wants it clear that 
there has been no deal with Flor- 
ida hotels about mention of winter 
vacations in Florida. To emphasize 
the fact that he has not agreed to 
discontinue specific reference to 
Florida, Col. J. Monroe Johnson 
issued a new travel warning last 
week beginning “Travelers to and 
from Florida.” According to ODT, 
the agency agrees merely to take 
into consideration the reduced ad- 
vertising of hotels in wording its 
appeals. Hoarding: Uncle Sam 
now has four months of coffee 
supplies in his bins and more 
afloat, thus putting the coffee sup- 
ply in far better shape than it was 
two months ago. Straws: The 1946 
federal budget forecasts a $43,- 
000,000 drop in revenue from cig- 
aret taxes. It is interesting to note, 
though, that cigar taxes are ex- 
pected to yield $40,500,000 in 1945- 
46 compared with $34,700,000 in 
1944-45, indicating that more 
tobacco is going into cigars. The 
usually accurate Treasury forecasts 
also show that toilet preparations 
will yield $70,700,000 compared | 
with $80,400,000 this year, and 
cabarets $46,500,000 from the cur- 
rent $54,700,000. Estimates are 
based on expected reduction in the 
gross national income as a result 


|Department of Commerce’s divi 


ties. Channels: Business me) 
must go abroad to reopen b 
offices can arrange transpo1 
on Air Transport Command ; : 
or American Flag vessels, th 


the State Department passp< 

fices or the Department of ‘op 
merce field offices. Waiting 

Western Union has plenty of cy 
tomers for the communic: tiong 
equipment it will remove fro 
betting establishments. The Soar 


of War Communications wi 


permit it to carry Cuban or ley; 
can results on leased wires. Cop, 
tact: Account executives and 


scribers should get some heipfy 
material from Gilbert Parks, why 
has moved from WPB to the iy 
dustry association committee 4 
the War Manpower Commissig 
bureau of labor utilization. He hag 
a stack of reports on efficien 
developments in many industrig 
At one time he was advertising 
manager for Macfadden Publica 


tions. 
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Objective: Rep. E. J. Keogh o 
New York has a bill to prohibj 
the use of ““‘White House’”’ in trade 
marks. Relief: Trade associatio 
lobbyists interpret House vote oy 
an un-American affairs committed 
as notice that legislation will n 
“clear with Sidney.” Funds: The 


sion of industrial economy and 
division of international economy 
want $350,000 additional working 
funds for next year. That’s nearly 
a 50% _ increase. Incidentally 


of reduced government spending. 
ok Bo Bd 

Campaign: FTC has recently | 
published three stipulations deal- | 
ing with radio tubes. In each case | 
firms agreed not to include in the} 
represented tube capacity of a set| 
any tube that does not perforin | 
“the recognized and customary | 
function” in “detection, amplifica- 
tion and reception’. Trimmings: 
Couchman Advertising Agency, 
Dallas, and a client, Fleming & 
Sons, have FTC difficulties over | 
Wallrite, a building paper with | 
disputed weatherproofing proper-| 


Frank A. Waring has been ap 
pointed special assistant to the 
Secretary of Commerce to handle 
promotion and research for inter- 
national trade. Market: The Amer- 
ican Automobile Association esti- 
mates that 25% of the 25,000,000 
cars now on the road are 11 years 
of age or older. Trend: WPB now 
controls almost all production of 
cotton goods for civilians, and it i 
moving into the wool and rayor 
fields. Purpose is to see that civil 
ian yarns go into essentials. 
Bo * * 
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Scramble: 
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for the Pacific 


Wartime activity and wartime p 


waging of the Pacific War. 


A comparison of milline rates wil 


Sunday “ain’t hay” either! 

| Remember, you can sell to over 
| half a million people in San 
_ _Diego’s compact, isolated area. 
Most of your business is concen- 
trated here within 15 miles of 
downtown. 


Ask about our tailor-made 
copy testing plan. 
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war plants have 
over % billion in NEW orders 


Diego because this is a vital production and supply point for the 


and advertising executives that “one buy covers” when it comes 
to the big, busy San Diego market. 
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me! arios agencies are bidding for a 
on b 1 the small business assist- 
Spo! rogram. In two days Con- 
ind | ss got 30 small business bills 
s, th lacing authority in the hands of 
SSp¢ ijiverse agencies as the Treas- 
of Department of Commerce, 
iting 11 Reserve, Smaller War 
ty 0 ant’, and entirely new agencies. 
unic ances are that Smaller War 
ove t:, or the same organization 
The nother name, will emerge the 
Ww: inncr. Guess: Treasury’s adver- 
or of surplus war property can 
res. ;| 000,000 a year. On a national 
and it will center in business 
Or-say rs, With local newspapers 
and s ling offers of small lots of 
ie helpfy In all probability competi- 
arks fon will be stiff when invitations 
lo the o out for agency presentations. 
mittee uggestion: Sometimes we think 
MM issionf\ vertising men underestimate the 
n. He ha ervice Which Treasury Secretary 
efficiencyfenry Morgenthau Jr. has done 
Indus triesfih,e profession, by tying it actively 
dvertising.t) the war bond campaign. 

Pub licad&,ouldn’t something be done? 

D. S. Tyson Elects 

Keorh “Bailey Vice-President 
in trade Kenneth W. Bailey, associated 
issociatiogmith O. S. Tyson, Inc., New York, 
e vote ogmince 1943, has been elected a vice- 
committe@mpresident He 
1 will nofmvas formerly 
inds: Thamssociated as 
ce’s diviagmdvertis - 
omy andgng Manager 

economyith Thomas A. 
| working dison, Inc., 


earing appara- 


it’s nearly 8 al 
us division of 


sidentally 


been apgve sting - 

it to the™mouse Electric & 

to handl@™iMfg. Company, 

for inter-4gnd Continental 

he Amer. lectric Com- Kenneth Bailey 
ition esti-gany. 

25,000,000 Mr. Bailey is also a former 
> 11 yeargm@irector of the National Industrial 
WPB nowgpdvertising Association and a past 
luction of™resident and director of the In- 
, and it ig@@fustrial Marketers of New Jersey. 


nd rayor 
that civil 
is. 


Rainbow to Sneider 
Rainbow Children’s Dress Com- 
any, New York manufacturer of 


head, thag'l’s and junior dresses, has ap- 


— 


y 


of Oklahoma's 
land area has 


in San 
for the 


inagers 
comes 
97,000 


52% 


of the State's 
Postal Savings 


” 
This Area, which is 


Oklahoma's 
No. 1 MARKET 


plus bonus counties in 
Missouri, Arkansas and 
Kansas 


s 

BLANKETED 
only b 

KVO 


WARD PETRY & ¢ 


pointed A. M. Sneider & Co., New 
York, to handle forthcoming ad- 
vertising in national and business 


publications. 


ANA Elects Thirteen 


The Association of National Ad- 
vertisers has elected 13 companies 
to membership in the organization 
during the past four months, in- 
cluding Angostura 
New York; Better 
Vision Institute, New York; Blatz 
Brewing Company, 
Buick Motor division, Flint; Cad- 


Corporation, 


cinnati; Comprehensive 


Body division, 
Company, 
tional 


Providence; 
Business 


pany, Hartford. 
Wupperman 


Milwaukee; Alaska Chemical 


illac Motor Car division, Detroit; 
Philip Carey Mfg. Company, Cin- 


Inc., New York; Firestone Tire &| 
Rubber Company, Akron; Fisher 
Detroit;; Gorham 


Machines, 
York; Liberty Mutual Insurance 
Company, Boston; and Silex Com- 


Two Accounts to Storm 


Corporation, 
fur dresser and dyer, and National 
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Musical String Company, New 
York, have appointed Charles M. 
Storm Company, New York, to 
handle advertising in newspapers, 
magazines, and business publica- 
tions. 


DuBois Elected 


Merrill DuBois, advertising 
manager, Times-Union, Rochester, 
N. Y., was elected president of that 
city’s Sales. Executive Club. 


; CORN — HOGS — OATS — CHICKENS 
Radio Division Moves 


The radio receiver division of 
Westinghouse Electric & Mfg. 
Company, located in Baltimore 
since its establishment six months 
ago, will be transferred per- 
manently to Sunbury, Pa., late in 
January. 


wmorpnn 


CATTLE — SHEEP — HAY — WHEST 


~ 


Air SERVICE POST 501, American 
Legion, is composed of men who 
were fliers during World War I. It 
is the largest and most active Air 
Post in the country, with head- 
quarters at the Lotos Club in New 
York City. 


When Frank Hawks was killed in a 
plane crash, Post members, in com- 
memoration of what he had done 
for aviation, voted to establish an 
annual Hawks Memorial Award to 
be presented to individuals or organ- 
izations which members believed 
deserving. 


THE FRANK M. HAWKS MEMORIAL AWARD 


“In accepting the Frank Hawks award, I do so, of course, in the name of my 
associates in Scripps-Howard specifically. To a degree, the recognition is also 
a tribute to all American newspapers, which along with Scripps-Howard 
have sensed the extent to which promotion of American aviation is a public 
service of the most worth-while type...” 


Excerpt from the acceptance speech given by Roy W. 
Howard to members of Air Service Post 501 at their annual 
Frank M. Hawks Memorial Dinner on December Gth, 1944. 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK . . .World-Telegram COLUMBUS ..... . Citizes 
CLEVELAND ...... + Press CINCINNATI. ...... 
PITTSBURGH. . .... . Press KENTUCKY ....... 
SAN FRANCISCO ... . News Covington edition, Cincinnati Post 
(NDIANAPOLIS. ..... Times KNOXVILLE . . . News-Sentinel 


NATIONAL ADVERTISING DEPARTMENT + 230 PARK AVENUE ~- NEW YORK 


DENVER. . . . Rocky Mt.News EVANSVILLE. . 1... +s Press 
BIRMINGHAM ... « « « Post HOUSTON. . @ es « « Press 
MEMPHIS . . Commercial Appecl FORT WORTH... . « + Press 
MEMPHIS . . . ~ Press-Scimitor ALBUQUERQUE ... . Tribune 
WASHINGTON. ..... News EL PASO ....6-s Herald-Post 
CHICAGO —_— SAN FRANCISCO DETROIT MEMPHIS PHILADELPHIA 
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Magazine Men 


Loaned to Council 
to Get Sponsors 


New York, Jan. 10.—Expansion 
of the War Advertising Council’s 
sponsorship program was marked 
today by the acquisition of seven 
full-time staff members, whose 
services have been made available 
to the Council by major publish- 
ing organizations for at least six 
months. 

The new sponsorship represen- 
tatives will operate under the di- 
rection of John Sterling, publisher 
of This Week, and national chair- 


FREE new proofs unusual adv, 
photos all businesses. SAVE! 
Low priced subscription plan 


EVE*CATCHERS. I0E. 38St,N.Y. 


man of the sponsorship commit- 
tee. Three of the men will work 
out of New York, two in the Chi- 
cago area, one in Detroit, and one 


‘in Philadelphia. Their duties will 


be integrated with the Council’s 
existing sponsorship set-up 
throughout the country. 

The newcomers are: New York 
—Vincent Ely, Time, Inc.; Charles 
Thorne, McCall Corporation; Vic- 
tor de Gerard, Hearst Magazine 
Corporation; Chicago—Dean Mat- 
son, Crowell-Collier Publishing 
Company, Gerald Wroe, This 
Week; Detroit, Richard F. Toehr, 
Curtis Publishing Company; and 
Philadelphia, Whitney Payne, The 
American Weekly. 

An indoctrination course to ac- 
quaint the new men with the 
background and development of 
the Council and with current 
home-front information needs will 
be conducted during the week of 
Jan. 8 in New York and Wash- 
ington. Beginning Jan. 15 the 
group will start making calls on 
national advertisers and agencies 
with a view to securing an ex- 
panded volume of advertising sup- 


port for urgently needed war mes- 
sages. 

The expanded sponsorship staff 
is the latest development in the 
growth of what has come to be 
known as the Council’s national 
“sales force.” This phase of the 
Council’s work is handled by more 
than 300 part-time volunteer 
media representatives in major 
cities throughout the country, 
under the direct supervision of re- 
gional chairmen. 


Minerva Names McCann 


Minerva laundry soap division 
of Cia. Gessy Industrial S. A., Sao 
Paulo, Brazil, has appointed the 
Brazil office of McCann-Erickson, 
Inc., New York, to handle adver- 
tising. Publications and radio will 
be used. 


Eutectic Names DuMond 


T. C. DuMond, formerly with 
McGraw - Hill Publishing Com- 
pany, New York, has been ap- 
pointed public relations director 
of Eutectic Welding Alloys Com- 
pany, New York. 


RADIO-CRAFT, 25 WEST BROADWAY, NEW YORK 7, N. Y. 


Kindly send me a copy of your "SURVEY OF THE RADIO-ELEC- 
“LOOKING AHEAD IN 
MERCHANDISING ELECTRONICS AND RADIO." 


TRONIC FIELD" together with your booklet 


zine shows. 


professional 


product. 


RADIO-CRAFT’S 


“ADVISORY” PROSPECTS 


When you advertise to advisers you reach infinitely 
more persons than the circulation statement of a maga- 
Moreover the “disinterested” advice of a 


counselor 


il 


aS 


carries considerably more 


weight than anything you might say about your own 


That is precisely why RADIO-CRAFT advertisers 
profit by the indirect pulling power of their messages. 
Once they convince our readers—technicians, service- 
men and others in a position to recommend—the in- 
formation is passed along in each case io scores of 
consumers. The result: You leave your impress on 


many hundreds of thousands. 


The “visible” price paid for RADIO-CRAFT circula- 
tion—less than le per reader—is still a bargain but in 
the light of “unseen” circulation created by readers 
who are asked for advice the cost is reduced to a tiny 


fraction of a cent. 


Learn more about RADIO- 
CRAFT circulation. Send 
for our revealing survey. 


CRAFT 


"AND POPULAR ELECTRONICS ¢ 


Advertising Age, January 15. 


Walter G. Werner, formerly with the ad dept. of Procter 4 


Gamble Co., Cincinnati, and now Army correspondent with 


Ninth Air Force Service Com- 
mand, has been promoted to 
staff sergeant. He has rounded 
out two years of service in 
Egypt, England and France... 

Lt. Leon Seelig, former acct. 
exec. of Shaffer-Brennan-Mar- 
gulis agency in St. Louis, who 
is on leave with the Navy am- 
phibious forces, is_ the 
proud father of Susan Gene, 
born Nov. 30. . Vincent C. 
Raab, ad mgr. of Frank & Seder 
stores, Philadelphia, left Jan.-10 
for service with the armed 
forces. .. W. F. Robinson, sales 
mgr. of Atlantic & Pacific Tea 
Co. in Canada, was honored by 
90 of his friends in the food in- 
dustry in Toronto prior to his 
departure for Boston, where he 
has become assistant to the 
merchandising mgr. in eastern 
div. headquarters. Arthur 
Westlund, mgr. of KRE, Berke- 
ley, Cal., has been elected to 
the board of the local Chamber 
of Commerce... 

Christmas has just passed— 
officially—for John McMahon, 


EXPERT—D. H. Odell, assistant direc. 
tor of advertising of General Motors, 
studies his own beef "stragonof," 
stewed in the Russian way in the kit- 
chens of Good Housekeeping Institute. 
Several Odell menus and recipes ap. 
pear in the January issue of Good 
Housekeeping. 


sls. pro. & ad mgr. of KDKA, Pittsburgh, and for other Westing- 


house radio officials. 


pam | day 


SUN WORSHIPPER—On a 


Republic and Gazette. 


Myers, advertising manager. 


recent visit to 
Phoenix, Lewis Allen Weiss (third from left), 
vice-president of Mutual-Don Lee, was made 
an honorary member of the Royal Order of 
Sun Worshippers by old-time associates on the 
Shown at the installa- 
tion, left to right, are: Paul Gasser, advertising 
representative of the Republic and Gazette; 
Publisher W. W. Knorpp; Dick Lewis, now gen- 
eral manager of the Arizona Broadcasting Co. 
and Station KTAR and formerly with the news- 
papers; Managing Editor Jack Lynch, and Fred 


His Christmas cards have finally been deéliv- 


| its" 


ered, along with a note 
explaining that they 
were lost two weeks 
while enroute to KDKA 
for mailing. . . 

Major is the new title 
for Raphael H. Block, 
former sales pro. mgr. of 
the Folding Paper Box 
Ass’n, Chicago. He's 
with the headquarters 
staff of the 9th air force. 
. . William M. McIntosh, 
publ. of the San Antonio 
Light, and Frank G. 
Huntress, pres. and 
gen’l] mgr. of the Ezx- 
press and News, have 
been elected directors of 
their city’s Chamber of 


Commerce. . . 
Russell E. Oakes, of 
Klau-Van  Pietersom- 


Dunlap Associates, Mil- 


waukee agency, famous for his unique ability to create “inventions” 
of the Rube Goldberg type, is making movie shorts of many of 


them, an avocation which takes 
him to Hollywood each year. 
He described his latest crea- 
tions at the Jan. 8 meeting of 
the Chicago Industrial Adver- 
tisers Association. . . W. How- 
ard Batten, pres. of Rapid Grip 
& Batten Ltd., Toronto en- 
graver, has been elected pres. 
of the Lambton Golf and Coun- 
try Clb. . . 

Thomas B. Freeman, pres. of 
Butler Brothers, has been 
elected president of the Chi- 
cago Association of Commerce. 
He succeeds Holman D. Petti- 
bone, president of the Chicago 
Title & Trust Co., who headed 
the association for the past two 
years. . . Dick Laughlin, Hous- 
ton, governor of the 10th Dis- 
trict, AFA, was in charge of in- 
stallation ceremonies Jan. 9 of 
new officers of the San Antonio 
Ad club. The 1945 SAAC of- 
ficers are: Rex Preis, president, 
Gordon Hudson, vice-president, 
and Phil Bates Jr., re-elected 
secty-treas. . 

The cigaret shortage has done 
things to Burton Browne, head 


of Burton Browne Advertising, Chicago. 
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HOBBY—A well-stocked duck farm ot 
Park Ridge, N. J., is an outside-c’- 
business interest for A. B. Hook, assis'- 
ant general sales manager of Carstais 
division of Calvert Distillers Corp. 


He’s given up smokir 


and as a result has put on 30 pounds, but on him it looks good! . 
Wes Jones, True Story pro. mgr., spent last week seeing hither 
unknown sections of Chicago, in between his investigations of t! 


furniture and housewares shows. 


Wes insists that the major 4a! 


pliance exhibit at the Palmer House looked like a vacuum, wh 
with WPB prohibiting the showing of any new models. . 
ADVERTISING AGE’s ex Washington editor, Ens. John Crichto) 
almost got to see his former co-workers in Chicago last week whi 
enroute from Harvard to the West Coast for assignment to s* 
duty, but his train was five hours late, leaving him just enough tin 


to get from one railroad station to the other. . 


. Chuck Luckma) , 


Pepsodent Division pres. is one of the country’s most impressi\ 
platform performers, but finds it impossible to put a speech ©" 
paper either before or after its presentation. One or two inde 
cards of notes are his usual speaking equipment. 
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cragg Lists Lubricators Organize _—_ | Emery .ta R&R | Appoints Helen Vogt pen dE gunn ttc dd _. oa eS. 

o-_ Lubrication engineers in the in-| Emery Industries, Cincinnati,| Helen Vogt, formerly publicity] >; Westinghouse Electric Supply | 
‘ts for dustrial and transportation field| has appointed Ruthrauff & Ryan,| director for Dorothy Gray Ltd.,| Company, New York. 

Jon have organized the American So-| Cincinnati, to handle its advertis- | New York, has been appointed as- 2 


ciety of Lubrication Engineers]; sistant to the executive vice-presi- 
space Salesmen with headquarters at 135 S. La sian dent of Dorland International-Pet- ———— 
be ~ Salle St., Chicago. C. E. Pritchard, tingell & Fenton, New York. Miss et RG Siig Nk > eu eS 
Chicago, Jan. 9.—“Don’ts” for| Republic Steel Company, is presi-| Heads Renfrew Sales Vogt also will supervise publicity | Fi MBpSOMN=R EILLY. Lio 
he space salesman were stressed | gent . | for the agency. . . lee 
y Ceorge H. Scragg, director of ; BF ge a pang Sa ome | Publishers ‘Representatives: 
iin aver tisi and sales promotion, sales manager o - - . : > + 
- ae Tatee Company, ‘Cleveland, WDRC Names Haase ery Company, Renfrew, Ont., has} Westinghouse Appoints Ra. SINE §) 1928 | 
a ‘alk before the Chicago Dot- Walter B. Haase, program man-| been appointed general sales man- Robert E. Burrows, former sup-'! s AN FRANCISCO hs arar a : 
oj Line Club yesterday. ager of WDRC, Hartford, Conn.,| ager. He is succeeded by P. R.|ervisor of advertising and sales . LDG.~ GARFIELD BLDG.* 
One thing he wouldn’t talk|since 1930, has been appointed| Dobson, formerly a field super-| promotion for the radio receiver ee eA eat soto at 
“oem Mapout if he were a space salesman, station manager. visor. division of General Electric Com- 


r, Seragg said, is the paper 
ortage. “To point out to pros- 
ects that there is a paper short- 
e is much the same as voicing 
he question, ‘Don’t you know 
here’s a War on?’” 
Then, he continued, there is the 
lesman who condescends to say, 
substance, “You know we’ve 
een cut back on paper, but I’ll 
ee what I can do to get you three 
ages.” This, Mr. Scragg said, 
uts the prospective advertiser “in 
e position of having tried to get 
me cigarets or a bottle of 
cotch.” 
The speaker emphasized that 
e best “salesman” a publication 
it direc. fon have is his own product, and 
Motors, Mhat it is extremely unwise to 
igonof," Mase sending copies regularly to 
the kit. Hidvertisers and prospective adver- 
nstitute, MBsers. If an advertiser sees that 
pes ap- Mis competitor is using a publica- 
f Good Hon, he is apt to use that same 
ublication, said Mr. Scragg, 


This is Toledo 


INCORPORATED 1837 


esting- iding that although free circula- 
déliv- fgjon be kept down, the parings 

a note ould not affect prospective ad- 
they risers. nee 

weeks Speaking on distribution post- 


ar, he said that greatest in- 
eases in efficiency after the war 
pn be expected to come from re- 
w title Huced costs of advertising, selling, 
Block, MRansportation, and other distribu- 
ngr. of fgon factors, all of which, he said, 
r Box @ecount for about 57% of the 

He’s tal cost of articles bought by 
pnsumers. 


KDKA 


oo el In the field of advertising, he 
toning pid, time studies should be made 


y advertising men of their own 
ntonio Pperations. He said they should 
1k G. HRappraise their operations so as 
Ss. and > decide whether or not they are 


e Ex- ing the best manpower, the 

have fBght mechanical aids, proper 
tors of [ebedules, media that do not over- 
ber of [p>:,&t: 


“Advertising has been going 
rough a healthy period of late,” 
e said, but pointed out that “‘we 
hay face an economizing on- 


es, of 
ersom- 


3, Mil- aught, and it is up to us to have 
itions” r house in order—to be able to 
any of stify our operation practices.” 


arven, Revlon Name 
tanfield Agency 


J. A. Marven Ltd., Moncton, 
. B. has appointed Harold F. 
anfield Ltd., Montreal, to handle 
ivertising of its line of soda bis- 
its, graham wafers and arrow- 3 =e ‘ : 

ot biscuits. > | 3, “as i are oon me Pras 
Stanfield has also been named 
handle Canadian advertising for 
ind Milled face powder, new 
evlon product, through its Cana- 
an distributor, Thomas Supply 
Equipment Company. 


If it’s 
A TEST 


you want... 
TAKE 
Sarstais 


ci. | NEW HAVEN 


nokir The Register is rated* the 

od! . 7th test market in the U. S. 

ither —2nd in New England. With 

of tl a@ minimum cost you reach 

“* urban and suburban popu- 
lation. 


...and this ts the 


Toledo Blade 


ESTABLISHED 1836 


ONE OF AMERICA’S GREAT NEWSPAPERS... 
OBSERVING THIS MONTH ITS 109%" ANNIVERSARY 


Represented by Paul Block and Associates 


NEWSPAPERS ARE ALWAYS THE BEST ADVERTISING MEDIUM 
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Pikes Peak Area 
Ads Draw ‘Dream 
Home’ Planners 


Colorado Springs, Colo., Jan. 9. 
—That many U. S. families are 
thinking of living in better cli- 
mates after the war is indicated in 
returns being received by the 
Colorado Springs Chamber of 
Commerce, following release of 
the first four ads in its cam- 
paign seeking permanent indus- 
tries and new residents. The ads 
appeared in House & Garden and 
Newsweek, 

Sponsored jointly by the Cham- 
ber of Commerce and the city 
government with funds raised by 
taxation, the campaign is being 
handled by the Galen E. Broyles 
Company, Denver agency. The 
agency reported that while it is 
too early to foresee final results, 
650 inquiries received to date 


from all parts of the country indi- | 


cate there are great numbers of 
families now thinking of a pres- 
ent or postwar move to “a more 
ideal location.” 

Colorado Springs has been a 
“spasmodic” national advertiser 
for more than 40 years, with the 
height of this activity reached 
just after World War I when 
appropriations ran to $60,000 
yearly. The annual programs, 
however, dwindled during suc- 
ceeding years and were only re- 
vived by the present agency in 
1940. In 1940 and 1941, appropria- 
tions ran to $25,000 and $30,000, 
primarily directed at attracting 
summer tourists, which prior to 
the present war, represented the 
bulwark of Colorado Springs 
economy. 


Plans 10-Year Program 


During the past year ground- 
work has been laid for a 10-year 
program of permanent residence 
promotion, based on the previously 
unexploited year ’round climate, 
extra housing facilities during the 
nine months of the normal year, 
its low living costs and its attract- 
iveness to Easterners because of 
its combination of small town 


charm with advantages of a met- 


ropolitan center. 

For the remainder of °44 the 
Chamber of Commerce furnished 
$10,000 for permanent residence 
promotion and $5,000 for indus- 
trial promotion. With the end of 
the war or lifting of heavy restric- 
tions on auto travel, $22,500 will 
be put up by the city of Colorado 
Springs and a like amount by the 
Chamber of Commerce. This fund 
will be split four ways—to con- 
tinue permanent residence adver- 
tising and industrial advertising 
and begin a return to a regular 
program of tourist advertising and 
winter sports promotion. 

The current permanent resi- 
dence promotion features ads with 
coupons asking the reader to send 
for a 24-page, three-color book- 
let, “Your Home in Colorado 
Springs.” 

Just now getting under way, the 
industrial promotion is based on 
an extensive survey by Howard 
Yates, manager of the Colorado 
Springs Chamber of Commerce. 
It is designed to induce small in- 
dustry to move West. A 24-page 
booklet, “Fit Your Plant Where 
You and Your Workmen Can Keep 
Fit,” calls attention to the 310 days 
a year of sunshine, the abundant 


_/ Wichita KFH \ 


oF A 
wr, % 
nf ty 


A government contract for 700 additional 


B-29 Superfortresses is good news for 


Wichita .. 
Photo 


reg 


. bad news for Japan! Boeing 


ood for Wichita—Bad for the Japs! 


Five hundred million dollars worth of 
additional Jap-blasting B-29’s will be 
made in Wichita’s Boeing plant under the 
government’s new contract . . 
longed employment for thousands of men 
and women, the wage earners who have 
made Wichita the first city in the Nation 
in factory employment gains 
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Wichita has 


. with pro- manpower to 


but also the 


..» first in 


crossroads of 


Wichita 
from 


Strengthen your 
sales gains with that 
selling station in 


Kansas’ 


strongest 
market— 


monthly retail sales up to $16,000,000! 


proved itself to have the 


know-how, the machinery and the skilled 


meet not only the demands 


of this mammoth new production goal, 


requirements of post-war 


expansion in its strategic position, as the 
aviation center of America — the aerial 


the world! 


is a Hooperated city — Get the facts 


Petry 


KFH 


WICHITA 


CALL A PETRY OFFICE 


outdoor activities, the industries 
now here, the low utilities rates, 
resources and transportation and 
the ideal living conditions. 

Publications used thus far for 
both the permanent residence and 
industrial campaigns include 
American Magazine,’ Atlantic 
Monthly, House & Garden, Na- 
tion’s Business, National Geo- 
graphic and Newsweek. 


Bayard & Eccleston 


Add Accounts, Personnel 


Bayard & Eccleston, Los Angeles, 
has been appointed to direct ad- 
vertising for L. Price & Co., 
novelty distributor, which will use 
Dell Modern Group, Life Story, 
Screen Guide and Screen Stars, 
and as American representative 
for K. G. Murrapy Publishing 
Company of Australia. 

Jean Daniels, formerly assistant 
advertising manager of Brooks 
Clothing Company, Los Angeles, 
has joined the agency as account 
executive and Kay Johns has been 
appointed production manager. 


Y&R Appoints Three 


John D. Postlethwaite, Richard 
J. Honeychurch and John S. Grier 
have been appointed to the mer- 
chandising staff of Young & Rubi- 
cam, New York. Mr. Postlethwaite 
previously was with the general 
merchandise office of Sears, Roe- 
buck & Co., Chicago. Mr. Honey- 
church, engaged in grocery and 
bakery sales and merchandising 
capacities for the past 20 years, 
was recently with Standard Brands, 
New York. Mr. Grier, a member 
of the advertising staff of Redbook 
for about six years, was previously 
business manager of Liquor Store 
& Dispenser. 


Stromberg Plugs FM 


Stromberg - Carlson Company, 
Rochester, N. Y., is circulating, 
through its distributors and deal- 
ers, two free booklets, “FM—For 
You” and “Facts About FM,” trac- 
ing the history of FM’s develop- | 
ments and telling Stromberg’s 
postwar plans in the frequency 
modulation field. 


Weir Joins Basford 


Gordon Weir, formerly advertis- 
ing manager of American Steel 


Export Company, New York, has 
joined the creative staff of G. M. | 
Basford Company, New York. | 


Advertising Age, January 15 Trae 


Hearst Compiles 
Book on Postw 1 
Plans and Action 


New York, Jan. 11.— “I copj 
and Markets of Tomorrow” ; 
unusual compilation of m: 
dealing with the size and sh 
the postwar American eco 
and the climate in which the 
omy is likely to operate, ha: 
issued. by Hearst Newspaper 

The volume is a concise sym@ige ‘1 
posium, replete with char:s, g 
postwar thinking and planing 
mirroring the published op niong 
and reports of individuals, o gap 
izations, associations and gover 
ment, along with some specif > ey 
amples of postwar sales planing 
and excerpts from the opinions gf 
important national leaders. 

Seven “common denomin: 
of all postwar thinking are isolate 
in the volume as follows: (|) 
There must be a record level , 
employment; (2) a record level ¢ 
production, and (3) both are thd 
primary responsibility of busines 
and industry. There will be (4); 
tremendous backlog of wants an( 
of (5) buying power; (6) market 
will shift, both economically and 
geographically, and (7) “ther 
should be a common understandin 
between business and _ industry 
and all the people.” 

The compilation concludes wit! 
an exposition of the newspaper’ 
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tors 


andar 
blligent 
“This 


place in this thinking, the place offon: Fe 
the Hearst newspapers, and a re-Mhe nati 
print of editorials, cartoons andfon, gr 
other material which have ap-Mandin;: 
peared in Hearst papers explainingisentia 
the value of free enterprise to thefihe indi 
people. idual 
id ear’ 
° fast ; 
Sunset Elects Executives# ana ¢ 
Marvin H. Coleman and Sydney's eff 
S. Waller, owners of Sunset, Inc,jgSS — 
Chicago, maker of Sunset CordialsgmUcipa 
have been elected president andgghen th 
vice-president and treasurer, re-ars iF 
spectively, of the company. Hargg‘In | 
old Entman has been elected sec-gecurity 
retary and will direct public relag#e inst 
tions. pi gro 


Bott to Meyerhoff 


Leo P. Bott Jr., former accoun 
executive in the Buffalo office of 
Batten, Barton, Durstine & Osborn, 
has joined Arthur Meyerhoff & 
Co., Chicago, in the same capacity. 


MICHIGAN HOME 
DAILIES OFFER 
1945 DIVIDEND! 


they do in 1945. 
Without exception, each of 


up a claim like this. 


should be advertised in the 
that serve them .... 


Albion Recorder 

Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 
Dowagiac News 

Grand Haven Tribune 


Greenville News 
Holland Sentinel 


Midland News 


35 East Wacker Drive, 
Chicago 1, Ill. 
Phone: STAte 7942 


Member of the American Associat 


papers has increased in circulation and gives blanket 
coverage in the city where it is published and the area 
surrounding it. No other advertising medium can back 


If your product or service is sold in these markets, it 


lonia Sentinel-Standard 
Manistee News-Advocate 
Marshall Chronicle 


Mount Pleasant Times-News Ypsilanti Press 


MICHIGAN LEAGUE 
OF HOME DAILIES 


“Lower Peninsula Group” 
national advertising representative 


SCHEERER & COMPANY 


Never have the 21 newspapers of the Michigan League 
of Home Dailies offered such great advertising value as 


these "Home Town" news- 


“Home Daily" newspapers 


Niles Star 

Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 


441 Lexington Ave., 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 


ion of Newspaper Representatives 
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‘ocial Security 


les 
warisets a Plug in 
tionfmsurance Copy 


neapolis, Jan. 11.—Interest- 
cause it demonstrates anew 


oplag Mi 


"4 I . 
m: bat some of the worst things 
sh pver happen is a special year-end 
CO hvertisement which Northwest- 


n National Life Insurance Com- 
pny is currently running in news- 


er hpers and which will appear as a 
ise pge n the Jan. 15 issue of Time. 
lar The advertisement takes the 
dla lace of the company’s usual year- 


d financial statement, and is de- 
oted entirely to Social Security— 


go nd to an extremely favorable re- 
2cific exMmew of it. ; ; 
planningm “In January, 1937,” it says, “this 
inions oj™pmpany, in its national advertis- 
S. g welcomed Social Security to 
nin: e American scene. We felt then, 
2 iso] now, that through this law the 
WSs: ation had struck a telling blow 
level 4 an age-old and dangerous 
| level of™memy—destitution. . . 
are thal “As we see it, Social Security is 
busineg™ proper instrument of a demo- 
be (4) diratic society, by which it protects 
ants andfself against the destructive ef- 
marketacts of poverty. 
ally an@™ “Life insurance, on the other 
“ther@mand, is an instrument of the indi- 
‘standingidual, by which he lifts his fam- 
industryly as far above society’s minimum 
‘Bandard as his own industry, in- 
des with™Blligence and enterprise permit. 
yspaper'#™ “This is in the American tradi- 
place offfon: For all the people, the things 
nd a reffhe nation needs—broader educa- 
ons anion, growing vision and under- 
ave ap-M™anding, assurance of the basic 
‘plainingsentials of decent living. For 
se to thee individual, the thing the indi- 
idual needs —freedom to learn 
id earn as much, to go as far and 
° fast as he can and will.” 
utives And the pay-off on Social Secur- 
| Sydneymy’s effect on the insurance busi- 
set. Inc.mess-—a pay-off not universally 


ticipated in insurance circles 
hen the law was first passed, ap- 
pars in this paragraph: 


Cordials 
lent and 


rer, re : ‘ 
y. Hargg “In eight years since Social 
‘ted secqgecurity became a fact, American 


fe insurance has shown substan- 


. la 
lic rela al growth. This company, for 


accoun 
office of 
Osborn, 
srhoff & 
capacity, 


/ 
of these prominent 
. 
Canadians say: 
| e 
5S MACLEAN’S 
| 
1e 
ecently an independent research 
as tganization mace a survey of a 
Toup of men and women listed 
nm the 1943-44 “‘Who’s Who in 
S- anada.”” These Canadians were 
sked “What do you consider the 
et ost important magazine in Can- 
da ioday?” Maclean’s Magazine 
2a tceived far more votes than all 
ck ther magazines compined. 


PERCENTAGE 
OF MENTIONS 


it CLEAN’S .. . 64% 
Other Magazines 36% 


Tine 4.5%; Reader’s Digest 2.5%; Life 
ne 0.2%—The standings of these maga- 
‘re: ven in view of their mention in a report 
‘rve by Time tne.) 
al 
Eagle 
sh to thank these men and 
m for expressing their high 
Pini of Maclean’s; and to give 
Surance that we will con- 
our conscientious effort to 
“fil the trust that has been 
in us as Canada’s most 
ant magazine. 


icago Montreal London (Eng.) 


example, now serves over 25% 
more policyholders than in 1937; 
the volume of protection it gives 
them and their families is nearly 
50% greater.” 


Join Fawcett Sales 


William H. Thomas, James W. 
McGlone and Michael Slater have 
joined the Chicago sales office of 
Fawcett Publications. Mr. Thomas, 
formerly with the bottling division 
of Coca-Cola Company, will be 
connected with Life Story, Mr. 
McGlone, previously with Esquire 


and most recently an instructor of | 
Navy pilots, will be with True, as | 
will be Mr. Slater, formerly of 


Parents’ Magazine. 


Klemtner Incorporates 


Paul Klemtner & Co., Newark 
ethical marketing organization, 
formerly operated as a partner- 
ship, has reorganized and will 
operate under the corporate name 
of Paul Klemtner & Co., Inc. Lu- 
cille Grebenc, formerly with the 
University of Pittsburgh, has joined 
the copy staff. 
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‘News Post’ to Cairns | They are to be sent to ABP Ad- 


vertising Contest, Associated Busi- 


The Baltimore News Post has| ness Papers, 205 E. 42nd St., New 


appointed John A. Cairns & Co., 
New York, to handle its advertis- 
ing. 


ABP Contest Open F 


The third annual contest to de- | 
termine the best use of advertising 
in business papers is being spon- | 


sored by Associated Business | 
Papers. Entries will be received | 


until Jan. 31, and may be sent 7 | fe 


advertiser, agency or publisher. 


Sock 2%, N.. x: 


— 


SOLD! SOLID! » SOLD! SOUND! 


oss Srevens 


Special Editions, sections, pages are sold 
solid and soundly on an insured | ™. 
Free survey at your request! 


4 


PORTSMOUTH, NEW HAMPSHIRE 


y é 


which are serving us in 


whelming our enemies. 


of them... because it makes them possible ... 


is production power. 


No matter what the problem... making planes 


or pins, or ships or paper 


long ago developed the habit of shattering tra- 
ditions to manufacture almost anything faster, 


better and for less. 


Thus in the manufacture 


tant war material ... Consolidated Water Power 


LID! 
MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


lr 


mete 


war. 


AT UNCOATED PAPER PRICES 


Sea Power... Air Power... Fire Power... 
America has them to a degree which is over- 


But greater than any 


..- American Industry 


of paper... an impor- 


Men adrift On a tossing ocean are sighted by a friendly 
plane, a small valve on an uninflated rubber boat is 
opened and the boat dropped overboard... automatically 
inflating itself before reaching the water. This ingenious 
life-saving idea is a practical adaptation of a commercial 
article developed for adding “fizz water” to drinks... d 
another example of the many peacetime innovations ~ 


CONSOLIDATED Coadéd/ PAPERS 


and Paper Company led the way by producing 
quality coated paper so speedily and economically 
that its cost could be substantially reduced. 


Speeding up the manufacture of any commodity 
not only reduces costs but, of added importance 
today, conserves man-power, machine-hours and 
in many Cases raw materials. 

In this way Consolidated’s tradition- shattering 
achievement of 1935 contributes materially to the 
war effort. For it makes possible the production of 
an important share of the coated paper needed to- 
day, while releasing men and machines and ma- 
terials for the production of other war essentials. 


WATER POWER & PAPER COMPANY. 


SALES OFFICES 


Four Modern Mills . . . All in Wisconsin 


Ce 


rFAMOUS BRANDS 
pRODUGEON Sloss 
MODERN Glosgil 


135 SO. LA SALLE ST., CHICAGO 3 
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“INDUSTRIAL EQUIPMENT NEWS 


qari 
itt rehgeiitiiiy 


THe 
aed il iz 


Read for ONE ee ‘Only 


O find products and product in- 

formation needed to solve current 
lant operating and production prob- 
ems ... that’s THE reason why... 
war or post-war ... boom or depres- 
sion . . . 80 many active plant oper- 
ating men in the larger plants in all 
industries read and respond to prod- 
uct news and information in Industrial 
Equipment News ... and... why 
more than 1200 industrial advertisers 
use IEN to provide factual informa- 
tion on their products where and when 
i information is LOOKED 


Details? Write for “The IEN Plan.” 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 
461 Eighth Ave., New York 1, N. Y¥. 
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Telex in Largest 
Campaign in 1945 


Minneapolis, Jan. 9. — Telex 
Products Company, manufacturer 
of Telex hearing aids, will inau- 
gurate its largest advertising and 
sales campaign during 1945, Stan- 
ley Nowak, president, told Apver- 
TISING AGE last week. Magazines 
and newspapers will be employed. 

Telex, which claims to have in- 
troduced the first wearable va- 
cuum tube hearing aid in 1937, 
is not interested in what might be 
called the “mass market,” Mr. 
Nowak said. “Because no two 
hearing losses are identical, a per- 
sonal diagnosis and fitting is neces- 
sary if we are to give our custom- 
ers the hearing aid we promise 
them,” he said. “We ask our cus- 
tomers to come into one of our 
hearing centers for periodic check- 
ups.” 

Although Telex apparently does 
not intend to engage in any price 
competition with Zenith Radio 
Corporation, Chicago, whose $40 
set is still being merchandised 
aggressively, its current offer of 
one model is $70. Last summer 
Telex sold in the $155-$175 cate- 
gory. 

The company, which is acquir- 
ing more floor space by taking 
over and remodeling a _ building 
here, will promote Telex in The 
American Weekly, Argosy, The 
Atlantic, Christian Herald, Farm 
Journal and Farmer’s Wife, Good 
Housekeeping, Harper’s Magazine, 
Liberty, McCall’s, Popular Me- 


chanics, Popular Science, Success- 
ful Farming and This Week Maga- 
zine. Copy also is scheduled in 
100 daily newspapers and an ex- 
tensive list of religious and for- 
eign language papers throughout 
the country. 

Erwin, Wasey & Co., Minne- 
apolis, handles the account. 


INDUSTRY ADOPTS 
OWN TRADEMARK TRUCE 


Washington, Jan. 9.—A volun- 
tary truce on threats of action on 
infringement of patents and trade- 
marks highlights the “Fair Trade 
Practices Code” announced last 
week by the $25,000,000 hearing aid 
industry and the FTC. Covering 
manufacturers, wholesalers and 
retailers, the code contains the 
customary agreements about offer- 
ing advertising allowances on 
“proportionately equal terms” to 
all customers enticing employes 
away from competitors, procure- 
ment of: competitors’ confidential 
information, and other practices. 

In addition, hearing aid manu- 
facturers specifically renounce 
“blind” advertisements, which 
have a tendency to mislead pur- 
chasers as to the character, make, 
type or efficiency of any instru- 
ment offered for sale. 

On trademarks, the code says: 

“The imitation or simulation of 
trademarks, trade names, brands 
or labels of competitors or of ex- 
clusively owned designs of com- 
petitors which have not been di- 
rectly or by operation of the law 
dedicated to the public” is an un- 
fair trade practice. 
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_and now for our play —‘Raindrops’— brought to you 
from WBBM, Chicago's SHOWMANSHIP station” 


44 


os St aut 


COLUMBIA OWNED 
50,000 WATTS « 780 kc 


Showmanship 
under water 


The script called for 

a submerged submarine. 
Naval men listened and 
were amazed. @ Overnight, 
WBBM sound-effects men 
had discovered a noise 
navy men “knew” was a 
U-boat engine. It was really 
a machine in a war plant — 
plus WBBM showmanship. 
@ It's an old WBBM habit 
to amaze the navy, and 
7,000,000 civilians, too, 
with showmanship...a 
habit that pays off in 

extra listeners. Results 


are amazing, too. 


i 
Represented by Radio Sales, 
| the SPOT Broadcasting Division of CBS 


Furthermore, the code say: “th, 
circularization of threats 0: syj 
for infringement of paten: 4 
trademarks among custome ; oF pe 
prospective customers of com peti 
tors, not made in good fait) py 
for the purpose or with the effe 
of harassing or intimidating syq 
customers” is an unfair ‘rajiter t 
practice. | 

A special section of the cog 
declares that the practice “o: fy; 
nishing or disseminating, th» oug, 
advertisements, bulletins or othe 
publicity, accurate and nondocep 
tive information as to the prope 
care and use of their hearing 
aids” is approved “and recom. 
mended as a desirable practice” , 
enable customers to obtain “fy 
benefits” of such instruments. 


Send ‘American 
Weekly’ Ad Pane! 
on Library Tour 


New York, Jan. 10. —Furthering 
the plan to foster in youths , 
desire for education, The Ameri. 
can Weekly is making available 
for display seven panels designed 
to emphasize the value of reading 


as a forerunner to success in lifeggyor!¢' 
The panels are reproductions oim't's's, 
the series of promotional adver.jpe!P") 


tisements The American Weekly 
has sponsored for the past twoll 
years. The program was _ under- 
taken by The American es 
along with Pocket Books, Inc. 
cooperate with the U. S. * woady 
ment of Education, which is con- 
cerned about the number of youths 
working in war plants during va- 
cations who failed to return to 
school. 

With a central panel 5’ x 8 
headlined “Want to Swing ona 
Star!”, six other panels, 5’ x ¥ 
emphasize the theme, “Reading 
can put you on the ‘beam’ to suce- 
cess.” These are headlined, “Want 
to Go Places and Do Things?” 
“Want Adventure and Excite. 
ment?” “Want to Help Avoid An- 
other War?” “Want to Be Success- 
ful?” “Want a Beautiful Home?” 
and “Want Friends Among the 
Famous?” 

The panels will soon appear in 
public and high school libraries 
all over the country, following 
their showing at a recent National 
English Teachers convention. 


vf 


Opens 6th ‘Tribune’ 
Fashion Contest 


The Chicago Tribune has opened 
its 6th annual American Fashions 
Contest for designs of apparel 
suitable for the commercial mar- 
ket. The contest is open to pro- 
fessionals and amateurs alike and 
grand prizes of $2,000, $1,000 and 
$500 will be awarded from a field 
of 30 or more winners. 

Entries will be received unt! 
May 1. 


Ramsey Expands 


G. O. Fossler, formerly wit! 
Cramer - Krasselt Company, Mi- 
waukee, has joined L. W. Ramsey “y 
Company, Chicago, as an account ’.:~ 
executive. Both the Chicago ané 
Davenport, Ia., offices of the agency 
have increased their office space 
to service expanding need: of 
clients. 


Directs Fij-Oil Sales 

Kenneth Webster, for the past 
20 years midwestern district -ales 
manager of Wildroot Company, 
Buffalo, N. Y., has resignec 


become national sales director © 
| Consolidated Hair Goods ( .m- 
pany, Chicago, maker of Fi,-O!! 
| Shampoo. 


\\ Wleme- 

RIO GRANDE VALLEY 

Group in Jorar 
poacher 

TEXAS’ MAJOR MARKET 


at 228,000 population 


QUARTER BILLION 
Year ‘Round Income 
Harlingen Star — McAllen Monilo 
Brownsville Herald 
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qamport Leaves Agency 
w. K. Lamport, founder and 
esidi nt of Lamport, Fox, Prell 
Doli, South Bend, Ind., has sold 
5 il erest in the agency and will 
er the public relations field. 
wnership of the agency is now 
id equally among H. W. Fox, 
ho becomes president, Carl F. 
ll, vice-president, and Irvin S. 
Ik, secretary-treasurer. 


jue Promotes Wamboldt 
Melvin P. Wamboldt, production 
pervisor for the Blue Network, 
d previously a senior production 
‘rector for NBC’s central divi- 
on, has been named eastern pro- 
yction manager of the Blue, 
fective Feb. 1. Mr. Wamboldt 
eceeds Lindsay MacHarrie, who 
iJ] join Young & Rubicam, New 
ork. 


lace Farnsworth Ads 

Farnsworth Television & Radio 
orporation, Ft. Wayne, Ind., is 
sing full-color pages in Life, 
lewsweek, The New Yorker, The 
aturday Evening Post and Time 
) present interpretations of the 
orld’s great music by noted 
rtists. 


elphia, is the agency. 


KICD Sold to Sanders 


Subject to FCC approval, con- 
trolling interest in KICD, Spencer, 
Ia., has been acquired by Ben 
Sanders, commercial manager of 
WNOX, Knoxville, Tenn., from 
Larry Andrews, who founded the 
station in 1942. 


Stewart Appoints Rill 

R. A. Stewart & Co., New York 
manufacturer of marking devices, 
has appointed Rill Associates, New | 
York, to handle advertising. 


Husted to Mischka 


Orval Husted has resigned as 


public relations writer for the 
Girdler Corporation and Tube 
Turns, Inc., Louisville, Ky., to 


join Z. H. Mischka Company, pub- 
lic relations and advertising, Chi- 
cago. 


‘Real Estate’ Moves 


Real Estate Reporter, New York, 
new monthly real estate publica- 
tion, has moved to larger offices 
lat 1674 Broadway. 


N. W. Ayer & Son, Phila- 


"olden bah 
Nalion’s Leaders Using 
the Blue Network / 


Beauty aid to the nation’s ladies 

. Jergens also charms the ears of 
America over the BLUE each Sun= 
day night with Walter Winchell, 
Louella Parsons and Hollywood 
Mystery Time to give its Hall Mark 
of Quality to The BLUE network. 


How You Can Join the 
“Blue Book ”” of Radio 


on the Pacific Coast 
Fortysfive’s another BLUE year 


with such tradition-smashing in- 
novations to help you soar to the 
top as—“ Jumbo Tickets” for 
broadeasts...’“Line Blocked Time’’ 
to ielp avoid preemption by na- 
\l advertisers. Yes,'45's really 
ortant. Reeconversion is immi- 
Sales competition will return 
her than ever. Pacific Coast 
vertisers with time on the 
young, virile, hardshitting Pacific 
Bus Network will find sales results 
ea cr. But, good times still avail- 
\oe are going fast! So, come see 
us now in... 


York « Chicago ° Hollywood 
San Francisco 
Detroit * Pittsburgh 


I 


Diesel Takes Sales Post 


Richard H. Diesel, manager of 
the war contract service depart- 
ment, Stamford division of Yale & 
Towne Mfg. Company, has been 
appointed manager of aircraft and 
automotive sales, with offices in 
Detroit. 


Cootes Joins CKEY 


George Cootes, formerly with 
MacLean Publishing Company, 
Toronto, has joined CKEY, To- 
ronto, as account executive. 


39 


‘Carriere to Masland 


Albert Carriere, free-lance 
writer who has handled promotion 
work for the Reader’s Digest, has 
joined C. H. Masland & Sons, 
Philadelphia and Carlisle, Pa., 
carpet manufacturer, as direetor 
of public relations. 


RCA Promotes Robards 


Sidney M. Robards, a member of 
RCA’s department of information 
for the past seven years, has been 
named manager of that division. 


23 MILLIO 


appliances is building a huge backlog of orders for 


day’s New South offers one of the biggest markets 


because the South is a land of homes and is a land 


| 
| land for these and dozens of other household appliances— 
| 


prospering from its enormous new industrial growth. And 
—fifteen out of 21 metropolitan markets with the greatest 


| percentage of wartime civilian increases in growth 
today’s New South. 


“Jane in to “Jodags Yew South 
| — WITH HOLLAND’S! 


Tune in with Holland’s for complete coverage of today’s 
New South—tune in with the magazine that covers the 
Southland’s big family market. For, families with children 
constitute 56.7% of the entire buying market...and... 
88% of Hollanmd’s readers have children—78% of the entire 
family read Holland's. That is why your advertisement in 
Holland’s Magazine has 48% more reader interest than 
it does in leading national magazines.” That is why Hol- 
land’s is a “natural” for the advertiser who has household 
goods to sell—because Holland’s is primarily a family 
magazine, designed to meet the needs of Southland homes. 
For more than 39 years it has steadily increased its circu- 
lation among families above average in buying power and 
standards of living. And because it is keyed to the needs 
of the South, Holland’s alone fits the seasons, climate, social 
customs and economic conditions of the urban and small 
town South. 


*In proportion to circulation, according to L. M. Clark Reader Interest Survey. 


RADIO RECEIVERS /7 


The pent-up needs of America for all kinds of household 


time manufacturing. Already it is estimated that there is an 
accumulated national need of 23 million radio receivers— 
314, million vacuum cleaners—7 million electric clocks—5 
million refrigerators—10 million electric irons—3 million 
washing machines—and 11/, million waffle irons. Now, to- 


N a 


peace- 


in the 


that is 


lie in 


Test Today's 
New South 
with Holland's 


Holland’ 


WANTED/ 


DALLAS, TEXAS 


52 Vanderbilt Avenue, New York 
205 Globe Democrat Building, St. 


75 East Wacker Drive, Chicago 
Louis 


West Coast Representative: Simpson-Reilly, Ltd., Russ Bidg., San Francisco 
Garfield Building, Los Angeles 
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THE CHICAGO 


Mb yor’ 


*Merchants whose advertising appeared in 
The Sun more than 100 days during the year. 


IS GROWING! 


: 


1943 


Advertiser: 


Goldblatt Brothers 


Schulte Optical Co. 
Russeks 


Lane Bryant, Inc. 
Mandel Brothers 


The Hub 


Best & Co. 
Gassman’s 


No. of Days 


in The Sun: 
Maurice L. Rothschild 


Marshall Field & Co. 
Carson Pirie Scott & Co. 


Chas. A. Stevens & Co. 


(Henry C. Lytton & Sons) 


You will recognize the distinguished membership of The 
Sun’s All Year Round Club ... they are some of Chicago's 
leading merchants—and most astute advertisers. 

The Sun has proven its productiveness to them—proven it 
so well that in The Sun’s three years of publication, member- 
ship in the All Year ‘Round Club has almost doubled! 
These members have run space in The Sun averaging from 
twice weekly to every single day . . . and the majority of 
them have run more frequently each succeeding year. 

The Sun Sells for advertisers—because The Sun’s readers 
are sold on The Sun! They are loyal and receptive readers 
—and they provide a rich, potential market for you. 


CHICAGO’S MORNING TRUTHpaper 


Maurice |, p 
Morshall pag 
Advertised Mande! Brothers : 300 
Carson Pirie Scott & ¢ 272 
65 Russeks % 263 
296 Chas. A. 256 
= Lane — &Co. 990 
a 
is - Heh md CO. 99 
en 
ed | Wiebolei'c lytton & Sons) 168 
The Fair 164 
169 Best & Co. 154 
108 Blums Vogue 150 
102 Finchley 134 
. Gulbransen Co. 115 
Schulte Optical Co 4 
assman’s ; 110 
Geo. Lauterer Co. -” 


10] 


if you want to sell Chicago—remember these facts: 

1. You need the exclusive morning audience of responsive Sun 
readers in any newspaper combination to do a complete selling 
job in Chicago. 

2. With The Sun alone, you can make a tremendous impact 
against America’s No. 2 market—with a relatively small in- 


vestment. 


400 West Madison Street, Chicago 6, Ill. 
250 Park Avenue, New York 17, N.Y. 


360 NORTH MICHIGAN AVENUE « NEW YORK: 230 PARK AVENL® 


NATIONAL REPRESENTATIVES: THE BRANHAM COMPANY, CHICAGO: 


ATLANTA 


CHARLOTTE 


DALLAS 


NEWSPAPERS GET 


DETROIT * KANSAS CITY * 


LOS ANGELES 
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y2U OUGHT TO KNOW . 


ne 


. BUSINESS CHART OF THE WEEK . 


. . THE PAY-OFF 


. OTHER FEATURES ©” 


2» Creative Man Corner 


There may be more exciting advertising 
, 1945 and there surely will be more 
icturesque advertising, but it is doubtful 
there will be any more timely adver- 
sing in the year to come than the Parker 
en advertisement that appears in The 
aturday Evening Post for January 6. 


stopper. 


An advertisement 


The headline should be a _ sure-fire 
And the text makes 
that it means just what it says. 
is up to its neck in war work 
it intends to stay there. 

The reasons why make very good read- 
ing in between the war dispatches. 


to sell fewer Parker “51” pens... 


O pen company ever ran an adver- 
tisement like this. No pen company 
ever had to. The Parker Pen Company 
is in a peculiar and unique wartime posi- 
tion, and because several millions of the 
pen buying public are involved, we use 
this public means to explain. 
q q 
The public is involved in this way: we ad- 
vertise our product regularly even though 
we realize that few Parker ‘51'’ pens are 
now available anywhere in the world. 
Why then do we advertise? 

A business selling a trade-marked 
article, like Elgin Watch or Frigidaire or 
Buick, to the general public must keep 
its name in lights during a lull whether it 
sells or not. The public forgets unpub- 
licized trade names with disconcerting 
promptness. It would be very easy to 
slip from a position of leadership into 
second or third position and naturally we 
would not like to risk the shift. 


q q 


Then too, we have regularly produced a 
limited quantity of pens under the War 
Production Board restriction order, and 
since its cancellation. At the time of writ- 
ing, our 1944 fourth quarter shipments are 
running approximately as follows: Army 
and Navy 60.02%; export to United Na- 
tions 9.45%; U. S. A. civilian retailers 
10.53%. While it is necessarily only an 
estimate, we believe two-thirds of this 
last quantity are purchased by or for men 
and women in Service. 

Therefore, of our current total pen pro- 
duction (about one-half of 1941 produc- 
tion), approximately only one-tenth has 
been available to civilians of this country 
We believe the few hundred thousand 
pens rationed to our civilian dealers are 
equal to only 5%, to 10°; of the demand. 
Our calculation is based on an analysis of 


rescinded September 26, 1944, and the 
public was duly notified in the press that 
all restrictions governing the manufac- 
ture of fountain pens had been lifted. 

Nevertheless The Parker Pen Company 
will, for reasons given below, continue its 
strict and impartial quota rationing sys- 
tem indefinitely just as it did while the 
WPB order was in effect, and just as it 
did, voluntarily and self-imposed, nine 
months before there was a WPB order 
limiting pen production. So the trickle 
of supply will remain a trickle. 

There are thousands of merchants and 
millions of consumers who want to know 
why there are virtually unlimited quan- 
tities of other brands of fountain pens, 
but not Parkers. The situation for this 
company is serious ard truly troublesome: 
we have been warned by loyal dealers 
that we are perilously losing ground in 
market position and in dealer distribu- 
tion, beth here and abroad. 


Knowing our uncomfortable market posi- 
tion, the U. S. Navy has given us permis- 
sion to disclose some information about 
our munitions manufacturing program. 

The U. S. Navy was charged with the 
development of Rocket Firing, both 
for itself and for the Army. Rockets 
are a vitally important evolution in war- 
fare. Rocket firing, in effect, puts heavy 
artillery into the air. A rocket missile is 
equivalent in destructive power to the 
missile fired by a multi-ton gun on the 
ground. Yet a fighter aircraft can take 
aloft and fire six rocket missiles. 

These rocket missiles have a fuze which 
detonates the main explosive charge with 
a certain small delay after the rocket hits 
the target. The slight delay gives the mis- 
sile time to “shoulder’’ into the target 
armor and then let go with everything. 


quire painstaking precision in manufac- 
ture and assembly for they must not 
explode accidentally or prematurely, yet 
they must be certain to explode when 
intended. After a fighter pilot has risked 
his life to approach within target range, 
there must be no failure in the missile. 

Enemy gun emplacements on Saipan, 
Guam, Palau, the Philippines and many 
other invaded areas have been put out of 
action by these missiles. Many enemy 
ships lie at the bottom of the Pacific be- 
cause they met up with American boys in 
fighter craft armed with rockets. Other 
fuzes we produce (for the Army) bear 
official priority rating ‘Emergency Urgent 
Critical.” 


No commercial considerations could in- 
duce us to edge away from this rocket 
program, or from any other munitions 
we produce until the requirement for 
munitions is substantially decreased, or 
more manpower is available for civilian 
manufacture. In fact we are currently 
over-producing by 8.89, above munitions 
contract requirements. 


We could produce more fountain pens 
without interfering with munitions out- 
put by putting fewer manhours into each 
pen unit. Every Parker Pen is designed 
and made to give many years of service, 
and it is not a product that lends itself 
to hasty, slip-shod, mass-production meth- 
ods. The parts are soundly and carefully 
made and assembled with precision ad- 
justment. They cannot be thrown together 
and shoveled out. 

This is an advertisement to sell fewer 
pens, rather than more pens. While we 
privately feel the Parker “51” is well 
worth waiting for, we see little likelihood 
of your dealer's rationed quota being 


it clear 
Parker 
. and 


these figures. Thus Les Suhler of Look 
states that on his recent mailings, more 
than 25% of the business comes in the 
first 10 days, more than 50% in the first 
15 days, 70% at 20 days, and 90 to 92% 
within 30 days. Wm. T. Morgan of R. L. 
Polk & Co. reports that 50% will be in 
within the first 10 days to two weeks and 
that nearly 100% will arrive within 30 
days. 

Jim Mosely of Mosely Selective List 
Service compares normal times with the 
present—saying that in prewar days 
about 33% of results could be expected 
in 10 days but that now, because of possi- 
ble third-class mail delays, timing of 
results is more unpredictable. Even now 
he expects for his clients the major part 
of replies within 40 days. 


Experience seems to differ on the effect 
of present conditions on timing of replies. 
Mr. Morgan finds that for some of his 
clients results are quicker than usual 
because of the shortage of products 
offered. But Mr. Gibbs’ shows that 
whereas in normal times he would get 
50% of returns in 10 days (and this was 
borne out by a careful study some years 
ago by Charlie White of Macfadden Pub- 
lications), now it takes 15 days to get a 
similar return. 

Obviously third-class mailings are 
sometimes handled more slowly by the 
post office than in normal times but this 
delay may be offset in some cases by the 
greater eagerness of prospects to get the 
goods and by the larger numbers of peo- 
ple with ready cash. 


Wo. of Orders Rec'd at End of X Days 


Mailing lst Order r Mei Date of Last 
Date 'd U 


Jan. 3 116,000 Jan. 7 279 713 
Jan. 7 57,000 Jan. 11 132 446 
Jan. 14 10,000 Jan. 21 18 142 
Jan. 19 39,000 Jan. 24 42 192 
Jen. 27 8,500 ‘Feb. 1 40 lo 
Feb. 1 15,000 Feb. 7 77 101 
Feb. 4 16,000 Feb. 9 47 5 
Feb. 23 17,000 Feb. 29 13 57 
Feb. 29 25,000 Mar. 3 243 526 
Mar. & 25,000 Mar. 13 56 201 


Mar. 14 31,000 Mar 

Mer. 17 16,000 Mar. 22 70 5 
Mar 
Mar 


Mar. 20 25,000 -23 198 362 
Mar 23 26,500 7, 48 210 
Apr. 5 5,000 Apr. 11 2B 
Apr. 18 23,500 Apr. 25 110 219 
Apr. 20 15,500 Apr. 26 1563 
Aug. 10 23,000 Aug. 18 5 aa 
Sept. 5 15,000 Sept. 12 41 123 
Sept. 7 27,000 Septil 111 332 


Sept. 11 13,000 


Sept. 11 45,000 
Sept. 15 15 ,000 


93 #41371 W415 Ws Us Mer. 17 
803 1000 1095 1095 1095 Feb. 25 
208 238 86277 281 283 June 28 
281 356 «6401 «66405 A Aug. 3 
134 159 177 180 180 Apr. lL 
10 122 130 132 132 May 5 

164 18% 861% 200 200 Apr. 25 
78 98 108 lll us Nov. 13 
659 758 819 848 857 Dec. 14 
254 289 #331 342 351 Oct. 6 
904 1029 1131 1154 118% Dec. 6 


orders we cannot fill. The manufacturing technique involved substantially increased. This public notice Oct. 5 9,000 Oct. 12 3 49 75 87 95 7 Dec. 18 
must be rigorously precise is therefore both a blanket apology, for 
be bs The Parker Pen Company was the advertising a product not generally avail- Oct. 10 12,000 Oct. 17 51 182 218 328 361 364 Dec. 19 
We are printing this public notice because _ first manufacturer of these fuzes in the able, and a statement of policy to which 
the War Production Board order limiting United States. It helped with some of we hope you will understandingly sub- Oct. 13 10,000 Oct. 19 9 103 198 272 329 334 334 Dec. 15 
the reeeeee 6 fountain pens was the development work. These fuzes re- scribe. Oct. 17 27,000 Oct. 23 207 360 454 483 542 54h 544 Dec. 18 
a I Oct. 23 20,000 Oct. 30 HCG: 269 56503. 503503 Dee. 12 
O President 
THE PARKER PEN COMPANY, JANESVILLE, WISCONSIN 722,000 2630 6994 9756 12327 13448 13571 13644 


Percentage of returns 198 51.5% 71.58 FOS 98.58 99% 100% 
Dec. 22, 1944 


|Editor’s Note: Following appearance of the above ad, a similar all-type ad headed, 
“Not ‘More’ But ‘Better’”’ was placed in newspapers by W. A. Sheaffer Pen Com- 
pany. It pointed out that Sheaffer war production continues at a high rate, and that 
two-thirds of pen and pencil production goes to the government. “We are making 
this public statement because we intend to try to keep our name and the desirability 
of our product before the public,” the ad concludes. “Judged by all prewar standards, 
the Sheaffer merchandise that will be available to the public in limited quantities in 
the months to come will be finer, more beautiful and functionally better than any 
handwriting instruments we have hitherto manufactured. . . This advertisement is for 
the purpose of explaining our position because we cannot tell the whole story in all 
of our advertising. . .”] 


A. G, Gibbs ~- McGraw-Hill Pub. Co. 


Ye a? Loo cranny YSSSSPSSLLS SL: _ LLL a: 
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State, 5934000 5799000 «=» Men, Domestics 5,100 0001 Z 
re Pay-O1 ee einai | 
Y NEWS AND VIEWS OF MAIL ORDER ADVERTISING 4900.00 Fj ; =a g y 
In this department, basic princi ; ; ; 3,988,000 SIZ g g 
principles which have proved their value in mail EC: Z Z 
order advertising—and which are equally important to the advertiser who Z g 
docs not seek direct inquiries or orders—will be reviewed and discussed from Z 2150,000 Y 
we k to week. Pertinent case histories, queries and comments from readers e g @ 1.153000 BE 
ire invited. Whenever possible they will be answered here. 4 A fo Be Z 
: rad 637,000 700000 Basem V1 
BY ELON G. BORTON A. G. Gibbs, manager of mail. sales in won Z si ee | = Ng 
Advertising Director _ the circulation department of the Mc- a teen ol 1939 h +4 bral oye 1939 bd pomer ay Z 
La Salle Extension University Graw-Hill Publishing Company, has very VE DAY y V-E DAY ; V-EDAY 'Y 
' ow fast or how slowly can you expect’ kindly drawn up a table of figures on 29 {LLL a La 
returns on a direct mailing trying different campaigns totaling 722,000 mail- (A FINANCE, SERVICE TRANSPORTATION & Z Z 
. <a a a Y 4 MINING Z 
1 response in orders or inquiries? ings during 1944. Each campaign was 4A MISC. PUBLIC UTILITIES Z Z 
long must you wait after sending out mailed at the . third-class rate and all Z 443300049000004500000! 3 g 
iling before you can estimate from were national in scope. These mailings g , 2B f g g 
Ne replies already received what your’ went out in all seasons of the year and Z aeeee f 3,768,000 3 799 900 3 p 
\ response will be? thus include seasonal variations. The Z : t 32000007 
e answer, of course, will depend campaigns were subscription solicitations y Bor f £912,000 ‘ 
what on your offer—its immediate on 12 different business magazines rang- ee - A @ 
ctiveness, whether you have a time’ ing in price from three years for $2, up J a 'e 4 Ri 
on it, whether you ask for money’ to $5 a year, or three years for $10. Z Yo Ee ~| A'S |. a45000 813000 a ro a 
the reply, whether it is sent out Notice that 19% of the replies came Z ‘EE W & Y i ff 7) Ba! 
r first-class or third-class postage, within 10 days, 51.5% within 15 days, Z ba j-- 1 ee | j 
‘ne oroduct, etc. But experience of many 71.5% in 20 days and 90% within 30 days. g aioe hf pA mW - b = od Pst WAR os = ta wry: 
ma ers has shown that there is a fairly After that they dribbled in, but 98.5% Z VE DAY | VE DAY A VE DAY 
{e! ite time program on replies which were received within 60 days tutti; HEI EEE EEZZZZEEZEEEEELL, ~~~ hepomnted from the United States Mews, an TA 
es generally to most mailings. Other experts agree quite largely with V\—DLZLLZA LLL Lee eadent Weekly Newspaper Published at Washington ZA, 
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Form Cosby & Cooper Partners are Wilson B. Cosby|Francisco office and Mr. Cooper 
The new advertising company and Tom R. Cooper, both formerly} was formerly manager of the 
of Cosby & Cooper has been or-| With J. Walter Thompson Com-jagency’s Seattle office and re- 


ganized in San Francisco with of-| pany. Mr. Cosby was one of the 


fices in the Russ building. | creative heads in Thompson’s San | Oil. 


cently account executive on Shell 


If it's your job to advertise bread, you commercial—puts the zing where you want 


know the difficulty of getting any real zip and need it! Witness the Lifebuoy fog- 


into the tired old phrases about “crispy, horn, the Bromo-Seltzer talking train, and 


crunchy, fresh-from-the-oven” loaves, etc., so on! Sonovox increases sponsor identifi- 


cation an average of 440! 
So what? So, whether you sell bread or ; 


beans or butter, here comes Sonovox to Now Sonovox is available not only for big 


the rescue! Sonovox can’t write magic new network shows and national spot cam- 


words, but it CAN and DOES put the old 


paigns, but also for a few carefully-selected, 


words into magic new voices that really blue-ribbon local accounts in key markets. 


eatch and hold the listeners’ attention. If you want the facts, drop us a line, today. 


Sonovox puts life and punch into your Auditions gladly arranged. 


WRIGHT-SONOVOX, INC. 


\) “Talking and Singing Sound” 
FREE & PETERS, INC., Exclusive National Representatives 


ATLANTA: 322 Palmer Bldg. 
Main 5667 


CHICAGO: 180 N. Michigan 
Franklin 6373 


SAN FRANCISCO: 117 Sutter 
Sutter 4353 


NEW YORK: 444 Madison Ave. 
Plaza 5-4130 


HOLLYWOOD: 6331 Hollywood 
Hollywood 2151 


‘New Lewyt Drive 
Supports Program 
'‘Sparked by NAM 


| New York, Jan. 10.—Lewyt Cor- 
| poration, manufacturer of elec- 
‘tronic and mechanical products 
‘and sub-assemblies, has started a 
| series of 26 advertisements to tell 
| prospective customers of the im- 
| portance of keeping subcontracting 
|'as a part of America’s production 
line. s 

The initial ad ties in with the 
program recently launched by the 
National Association of Manufac- 
turers to convince the public that 
industry does have a program to 
make jobs after the war. It is ap-| 
pearing in Barron’s Weekly, 
New York Herald Tribune, New 
York Times, and Wall Street Jour- 
nal, and will run in the January 
issues of Forbes and Modern In- 
dustry. 

The ad is captioned, “Okay, N. 
A. M. . . you’ve asked for it,” and 
contains a statement by Alex M. 
Lewyt, president, that “Industry 
can win public confidence . . | 
justify private management .. .| 


Advertising Age, January 15. j9 


merit economic  leadershi), . 
preserve free enterprise, by crea; 
ing more jobs for more peorle ; 


more communities ... by ex oan & 
ing our war-won technologi.g ™ 
gains through sub-contract pr, 
duction,” Recer 


Moser & Cotins, New York, | 
the agency. 


GM, Gray Marine Part 


General Motors Corporation 
Detroit, will handle distributiog 
of Diesel engines for marine use, 
through a newly-established 1 jese| 
engine division, thereby t King 
over from the Gray Marine Moto; 
Company, Detroit, which has bee, 
merchandising this GM product 
The business relationship expire) 
Dec. 31. 


Adopts Profit Plan 

Wm. B. Remington, Inc., Spring. 
field, Mass., has received Treasur 
and WLB approval of a profit. 
sharing and benefit plan for em. 
ployes. Under the plan, effective 
Dec. 30, 1943, the company cop. 
tributes up to 40% of annual gros 
profits or 15% of total salaries of 
covered employes, whichever 
less. 


COVERAGE In 
CENTRAL OHIO 


DATA ON REQUEST 


THE DISPATCH - COLUMBUS, OHIO 


All right, so who isn’t hungry for 
some General Foods business? 


Think of it—more than thirty-odd 
products to choose from! Every- 
thing from breakfast food to des- 
sert. How many do you know? 
How many people behind their 
selling and promotion do you 
know? 


You know Clare Francis, of course 
—and Ralph Butler and Charles 
Mortimer. But how about the 
many other General Foods sales 
and advertising executives at New 
York headquarters and across the 
country? 


We know where you can meet 
men of this calibre. Look: 


More than 60 General Foods’ top 
sales and advertising executives 
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pay for one or more subscriptions 
to the 5 major advertising-market- 
ing magazines. 


And the two big General Foods 
agencies — Benton & Bowles and Bore , 
Young & Rubicam—how well are Ho do: 
you acquainted here? Perhaps this the: 

fact will be useful: 
Or 
er 
le | 


alg) 


More than 170responsible people 
at B & B and Y & R have one 
more personal subscriptions (0 
these 5 specialized magazines try] 
ice 
Here are the men who surrou 
the General Foods account. Here 
are men who work on many 2? 
other major account you are wo rk- 
ing on. What more profitable c.™m- 
mon meeting ground than the 
vertising pages of the magaz: 1¢s 
about their business? 
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athe, | both FM and television stations. ; ins Film . ; ; 
. in . Engineers of the company say that Kain Jo F. ack; Ybry Ap an ints Guilford 
» By crea the technical problems have been Klein to Sales Post contin "Guan a) ake has 
a solved, though they are compli- : ‘ uilfor vertising 
Y Xpand @ cated in sradtios ed the fact that a Ne ics atten ak eae Agency, New York, to handle its 
i Sica j different machines will have to be| quire, has been named director of advertising. 
C' Profi recent Allied reverses in the]pany, San Francisco. The com-|used to record the various types] advertising of Filmack Trailer 
¥, yropean theater’ have altered|pany, through Erwin, Wasey &|of broadcasts. All of the machines Company, Chicago. He will be 
~ Yiy5 advertising plans of many|Co., used smashing half-page extra} now in use are designed to meas-| assisted by Patricia Dollahan, re-|] RUMORS still persist that | am leaving 
bajo ih ee Facial parm B rae te ee a — listening to AM _ broadcasts cently with Foote, Cone & Belding, aang | to live in Canada. Such are not 
lanne y socony Vacuum, x- ; > 4 . nly. Los Angeles. true. Though | was born and raised in 
Part : end other leading oil com-| northern California stations during bernard Klein, former  sales|]} Chicago, | do love Canada for my parents 


_ Mot hieaeels enalianses baee ge a whose oy we, based law to direct standing and distinctive trade and indus- 
as me ol Sy on the use of the Audimeter in|! . s trial publication | have represented in 
pri “ red the announcement indefi- typical homes, is already produc- oe Knollin sae Account past and with more edinions: than ever. 
D ex itely F ing a vast amount of data on . Knollin Advertising Agency, 
A large rubber company, which | broadcast advertising, is continu- Stafford to Rickard San Francisco, has resigned the - a = ae say : 
pd hoped to resume promotion on | ing its experimental work on the| Evalyn Stafford, formerly with| account of Home Mutual Savings Publishers’ Seatie Stantenthethis 
| its prewar brands, may have to| qevice to provide necessary adap-|J. Walter Thompson Company, has|& Loan Association, San Francisco, Chicago 6, Illinois 
Sprine.pestpone Some of it until 1946. tations for recording listening to| joined Rickard & Co., New York. | effective Feb. 1. 
» SPring-M western Electric Company re- 
Treasuryf ts that introduction of its new 
“* profit. paring aid (AA, Dec. 4) has been 
or em-B definitely postponed, due largely 
effe lve an acute battery shortage. 
any con-Mmerican communications equip- 
thsi ent were a large part of the Ger- 
hever i Ge ain: tae, esema 
n the other hand, steamship 
mes are increasing advertising on H A R R / E T H u B B A R D 
————@stwar facilities. Moore-McCor- 
| ack has already started to do 
= his and others, including Grace inc 
> y ine, may follow. . 
7: 7 * 
SESAC, which is an association ° 
song writers and composers like so many 
ilar to ASCAP, has decided 
hat railroads ought to pay a 
ense fee every time they air a ° . 
EsAC-controlled tune on the other national advertisers 
hdios in their club cars, and nego- 
a tions are currently under way 
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pena ket- possible for Lever Bros. to ac- 
ppt DeMille as a producer if he 
41 Foods ec" not a member of the all- 
i 4 werful union. If the sponsor 
V aa we ¥ recalcitrant, AFRA could and 
well are Ho doubt would pull the talent off ; “BAZ : OUuC > 
haps this #ther Lever Bros. radio shows. aide a oe 7 le Se 
* € & . * 
Or f the heaviest promotions 
I e P 
a er er put behind a Western soap is 
} le harbinger of a consistent cam- 
Hons '0 Beicn to win new customers for 
pines trykers ‘granulated soap, pro- 
ad ice’ by Newell Gutradt Com- 
surrou 
nt. He 


lany 


in ’ ) 
ofp announce in December its first 


bnies Will be smaller than were 
ntenplated before the von 
ynd:tedt counter-attack. 

A division of a leading motor 
br company, which had planned 


ptween the society and the Asso- 
ation of American Railroads. 
e railroads are reportedly im- 
essed with the fact that a simi- 
r situation brought to the atten- 
on of the Statler Hotels by the 
ng-society resulted in “success- 
] negotiations” from SESAC’s 
andpoint. — 


An interesting sidelight on the 
burt battle in which Cecil B. De- 
lille is engaged with the Ameri- 
bn Federation of Radio Artists is 
at both his sponsor, Lever Bros., 
br whom he is producing the 
ux Radio Theater,” and CBS, 
e network over which it is 
roadcast, offered to pay the $1 
sessment which was the cause of 
ir. DeMille’s suspension from the 
mion. He declined the offer, on 
e ground that his refusal to pay 
political assessment represented 
"epee on which he would not 
held. 
The tight control of radio pro- 
ction by AFRA is indicated by 
e fact that neither sponsor nor 
twork is participating in the liti- 
tion. If the DeMille court action 
unsuccessful, the Lux show 
ould no doubt be produced by 
lother director, since AFRA’s 
mntrol of talent would make it 


November and December to tell 
housewives all about this washday 
“soap of the future.” 

* * * 


The A. C. Nielsen Company, 


Rosal to Seberhagen 


Rosal Ltd., Philadelphia, manu- 
facturer of Shar perfume and 
toilet water, has appointed Seber- 


manager of Screen Advertising 
Service Company, Chicago, has 
been appointed sales promotion 
manager of Filmack Laboratories, 
a division of Filmack Trailer. 


came from Canada and so did my wife. 
Also, | have represented National Busi- 
ness Publications, Ltd., Gardenvale, Que., 
for a long time but | intend to remain 
in Chicago, truly the world's greatest city 
and continue to represent the same out- 


uses The New Bork Simes Magazine 


as a basic part of its 


national magazine campaign 


(prepared and placed by 
Catharine Oglesby ) 


Ehe New York Cimes Magazine 


Because the New York 
Times Magazine is read 
with interest by hundreds 
of thousands of women 
throughout the country — 
women who have complete 
confidence in what they 
see advertised there — 
advertisers include it in 
their basic magazine 
schedules. 


re work- 
ble c 
| the 
agaz! 


or 


AG 


I< ve my promotion to the 
© Pup Dog Food I heard 
bot over WF DF Flint.” 
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NRDGA fo Widen 


Sales Promotion 
Aid fo Stores 


New York, Jan. 11.—A $100,000 
expansion plan, involving increas- 
ed public relations, sales promo- 
tion and merchandising services 
to member department and spe- 
cialty stores, featured the 34th 
annual conference of National Re- 
tail Dry Goods Association here 
this week. 

Announcement of the plan, by 
Lew Hahn, NRDGA general mana- 
ger, tied in with the conference 
theme, “Selling—the key to 55,- 
000,000 Jobs.” Llewellyn Harries, 
sales promotion manager, will as- 
sume the newly-created post of 
public relations director, with Ed- 
ward S. Hoyt assisting him. A 
new merchandise unit is being 
created under Gordon Creighton, 
who has been assistant general 
manager of the association. Ben- 


jamin H. Namm of the Namm 
Store, Brooklyn, is chairman of 
the public relations committee. 
Ira. W. Pyron, John Gerber Com- 
pany, Memphis, was elected chair- 
man of the merchandising division 
and Morris Moss, the Hecht Com- 
pany, Washington, chairman of 
the store management division. 
Alan A. Wells, Kaufmann Depart- 
ment Store, Pittsburgh, was re- 
elected chairman of the sales pro- 
motion division. 

The $100,000 fund, it is said, 
has been created by voluntary ac- 
tion of a large number of member 
stores in contributing an extra 
year’s dues. 


Modernization Planned 


Returns from about 10% of 
member stores indicate that the 
total membership will spend more 
than $1,000,000,000 for moderniza- 
tion and improvement after the 
war, said Saul Cohn, City Stores 
Company, New York, chairman of 
the postwar planning committee. 

The largest expenditures — 
30.9% of the total—will be for 
additions to or expansion of plant. 
Capital invested in new branch 


stores will amount to 11.1%; new|I 


escalators, 10.5%; new fixtures, 
10.2%; air conditioning, 6.2%. 

From the standpoint of number 
of stores planning them, new fix- 
tures were mentioned in 88% of 
the replies; remodeling and re- 
finishing fixtures, by 59%; new 
office equipment, 59%; new light- 
ing system and decorations, 59%; 
internal painting, 50%; new floor 
coverings, 59%; miscellaneous re- 
pairs, 40%, and new delivery 
equipment, 40%. 


F&F to Olian Agency 

F & F Laboratories, manufac- 
turer of F & F cough lozenges, 
Chicago, has appointed the Chi- 
cago office of Olian Advertising 
Company to handle its account. 
A nationwide schedule in news- 
papers and radio spot announce- 
ments is being placed. 


To Bozell & Jacobs 


Frederick Seaberg, for the past 
three and a half years on the edi- 
torial staff of the Chicago Times, 
has been appointed to handle pub- 
lic relations and publicity for the 
Chicago office of Bozell & Jacobs, 
ne 


HOW MANY FISH CAN A DIESEL CATCH? 


Billions of tons are awaiting the world’s fisher- 
men. Boats will lumber into port heavily laden 


with cargo. From Capetown to Norway, Alaska to 


Cape Horn, east, west, north and south, Diesels 


will be needed to carry the fishing catch. Some 


economy. 


are now driven by this dynamic power unit. 


Thousands will have to convert, out of necessity. 
Think what this means to you. Here is a ready 


made market if you can supply the field now, or 


have future plans. 


DireseL Procress reaches this market. Its care- 


fully selected readership affords you contact with 


large and small fishing fleet operators. These men 
are interested in your sales story and your new 
ideas. These men want to purchase now or in the 


immediate future. They are fully aware of Diesel 


Your sales story in DresEL Procress in addi- 
tion, reaches public utilities, municipalities, rail- 


road, bus and transportation operators. DIESEL 


Procress reaches thousands of interested Diesel 


purchasers. It reaches the men with authority to 


make Diesel purchases. 


Edited and Published by 
REX W. WADMAN 
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Distributor Sees 
Item Values Rise 
As War Tide Ebbs 


Chicago, Jan. 10.—The current 
war situation has resulted in a new 
appraisal of the value of “substi- 
tute lines” and prewar items for 
furniture, department and_ spe- 
cialty stores. Milton L. Altheimer, 
president, Altheimer & Baer, Chi- 
cago prime distributor for 17 fur- 
niture and-specialty factories, told 
ADVERTISING AGE this week. 

He said that changes in war 
production requirements had cre- 
ated uncertainty among manufac- 
turers who now are engaged in 
seeking markets for items that can 
be made under restrictions. 

“Thousands of small manufac- 
turers across the country have 
been forced to discontinue the 
manufacture of a regular line be- 
cause of material and manpower 
shortages,” he pointed out. “Where 
wood has not been available, many 
of them have used plastics, glass, 
and other more plentiful materials 
for substitute products. 


Lack Sales Forces 


“In many cases factories have 
produced items for the armed 
forces, then upon completion of 
their war contracts, have turned to 
civilian production,’ he - said. 
“Many of these manufacturers 
have been unable to maintain a 
sales force, with the result that 
they could not get distribution on 
products they were able to make.” 
But, he added, “Many items which 
were step-children in furniture 
stores before the war are meeting 
with favor today.” 

Mr. Altheimer pointed out that 
many items which can be made 
today, although of a novelty na- 
ture, have special value to mer- 
chants because they lend them- 
selves well to use as account 
openers. He said that wartime 
conditions have reduced the num- 
ber of accounts on the books of 
furniture dealers to the point 
where great effort will be needed 


in the postwar period to re» 
the former customer positio: 
“Because time-payment ac 
are the life blood of the 
furniture store, efforts are 
being made to rebuild this t»; 
business,” he said. “Fur j 
dealers are willing to under 
the sale of many items no 
viously sold. Our experien 
been that many factories a le 
make only items not former! y ; 
portant to these dealers are 
able to sell them readily. The 
tory, however, usually is | 
capped by lack of an ade: 


selling force to find the market Mi 

Mr. Altheimer declared tha . 
many small factories are giiniy - 
national distribution now and | Pith 


predicted that they will hold , 
least part of that business 
the war. 


Representatives Elect 


Newspaper Representatives Agj™murs¢ 


sociation of San Francisco ham P™ 
elected the following  officerg™mas | 
George Close, George D. Clow , 
Inc., president; Don Sias, Pa aa 


Block & Co., vice-president, an 
James Sikes, Sawyer, Ferguson 
Walker, secretary-treasurer. 


To Dun & Bradstreet 


Charles F. Kistenmacher, for 
merly with James R. Kearne 
Corporation and Oakleigh 
French & Associates, St. Louis, ha 
been appointed regional marketin 
manager of Dun & Bradstreet, foj 
the St. Louis, Kansas City an 
Dallas offices. 


Thom McAn Appoints 

Thom McAn Shoe Company 
New York, has appointed Schwa 
& Beatty, Inc., New York, t 
handle advertising of its boys’ and 
girls’ shoes in comic magazines. 


hosp 
more 
gical 
and | 
ed. 

nicia 


‘Digest’ Names Langan 

Thomas F. Langan, with Auto 
motive Digest, Cincinnati, for thay 
past year, has been appointe 
eastern manager at the New Yori 
office, succeeding Dave Scott, re 
signed. 


- 
SOMETHING TO 


Metropolitan papers cannot come 
even close to covering this market. 
Just as “chickens come home to 
roost,” so do readers of dailies of 
the Ohio Select List. They come to 
the home-town dealer for what 
they see advertised in the home- 
town paper. 


SELECT LIST 


OF DAILY NEWSPAPERS 


Alliance Review 
Ashland Times-Gazette 
Ashtabula Star-Beacon 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 
Bowling Green Sentinel- 


Tribune 
Bucyrus Telegraph-Forum 
Cambridge Jeffersonian 


Chillicothe Gazette 
Circleville Herald 
Conneaut News-Herald 
Coshocton Tribune 
Delaware Gazette 
East Liverpool Review 
Elyria Chronicle Telegram 
Findlay Republican- 
Courier 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal-News 


JO 


Ironton Tribune 


Kenton News-R bli 
Lancaster Eagle-Gazette CHICAGO NEW YOR 
Logan News CLEVELAND COLUMBU 


CROW ABOUT 


Advertisers investing in the billion- 
dollar market served by the 48 
dailies of the Ohio Select List point 
proudly to stepped-up sales as 
proof that their promotion strategy 
has really hatched something big. 


spon 
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Brov 
cour 
rece 


Marietta Times 

Marion Star 

Martins Ferry Times- 
Leader 

Marysville Tribune 

Middletown Journal 

Mt. Vernon News 

Newark Advocate 

New Philadelphia Times 

Painesville Telegraph 

Piqua Call 

Portsmouth Times 

Ravenna Kent Record 

Salem News 

Tiffin Advertiser-Tribune 

Troy News 

Uhrichsville Chronicle 

Urbana Citizen 

Van Wert Times-Bulletin 

Washington C. H. 
Record-Herald 

Wilmington News Journal 

Wooster Record 

Xenia Gazette 

Zanesville Times- 
Recorder & Signal 


7 
_ +) 


HN W. CULLEN CC 


Publishers Representative 
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to roy Council Executive 
sition 
entac ommMoves to Army to 

Oun 
S are no 


it's Help Get Nurses 


organization 
December will be the highest cas- 
ualty month of the war to date, 
yet this month was the second 
lowest month in nurse recruitment 
since Pearl Harbor, with only 
about 750 joining up. The lowest 
month was September, 1944, when 
only 740 nurses enlisted, although 
the enlistment quota, supported 
by a special recruitment drive, 
was 4,000 for the month. 


Marks 100th Year 


Mutual Benefit Life Insurance 
Company, Newark, N. J., will pro- 


pointed out that 


mote its centennial anniversary 
this year, with copy to appear in 
Fortune, Good Housekeeping and 
The Saturday Evening Post. Chas. 
Dallas Reach Company, Newark, 
is the agency. 


Huntsinger Named 


H. L. Huntsinger, formerly as- 
sistant to the sales manager of 
Square D Company, Milwaukee, 
has been appointed sales manager 
of the R-B-M Mfg. Company, 
Logansport, Ind., division of Essex 


Wire Corporation. 


Stineway Drug Appoints; | Company, San 


Grinstead Joins Agency Center. 
Stineway Drug Company, Chi-| plays, 
cago, has appointed Weiss & Gel-| Inc., 


45 


Francisco; Austen 
Display, New York; Display Sign 
New York; Durable Dis- 
Chicago; Grant & Silvers, 
Iéos -.Angeles, 


and Timely | 


ler, Chicago, to handle its adver- Service; Inc., New York. 


tising. 


M. W. Grinstead, formerly a 
copywriter with Aubrey, Moore & 


Wallace, Chicago, has joined the MULTIGRAPHING—FILLING-IN | 


copy staff of Weiss & Geller. 


NADI Elects Six 


ADDRESSING -——MIMEOGRAPHING 


National Association of Display THE LETTER SHOP, Inc. 


Industries has elected the follow- | 431 8. Dearborn St., Chicago. 


ing to membership: C. Barango 


Wab. 8655 


“Fur itug™l Washington, Jan. 11.—With the 
) UNdertak@war Advertising Council nurse re- 
1S NO prefruiling campaign piling up sup- 
a. - hafMoort, the Army announced today 
aan ex) fathat Evelyn Blewett of the Council 
s aee 3 a aff has been appointed civilian 
y. Th a onsultant to the Surgeon General 
, ie a a 9 participate in the nurses’ pro- 
Foe Py oa urement and public relations pro- 

a rail. 
eona rs Miss Blewett, a veteran of the 
re gai “4@wave recruiting and “Food Fights 
ow a dg for Freedom” programs, will work 
ill hold vith OWI, the Red Cross, the Na- 
“ ‘“S {tional Nursing Council for War 
siness afte 


~ 
=lect » get 10,000 graduate registered 
tatives Ag™mmurses. 
neisco hal Previously nurse procurement | 
2 officerqqmnas been the sole responsibility of 
D. Clos™the American Red Cross, but with 
Sias, Paggrequirements rising and enlist- 
sident, anggments down, the Army and the 
Ferguson qa: Advertising Council have re- 
urer cently begun a large-scale public 
‘ elations campaign, currently one 
: of the major war advertising proj- 
eet acts, 
gy Wacs Also Wanted 
leigh Rm Army is also embarking on a 
Louis, ham™big drive for Wacs for hospitals. 
marketinggWhile no paid government ads will 
Astreet, fogmbe used this time, the latest Wac 
City an@grecruiting effort will appeal for 
sponsorship support. 
Special medical units for Wacs 
>ints have been formed at 60 general 
hospitals in the United States and 
Syne more than 8,000 medical and sur- 
= "nwa 


York, t#and other skilled women are need- 

; boys’ andeqd Medical and surgical tech- 
agazines. Bnicians perform various duties in 
hospital wards and operating 

ingan #oms after six weeks of basic 
vith Autoq™ taining and six weeks of technical 
ti, for thggstudies. , 
appointeq™ With casualties returning to this 
New Yorgecountry at a rate of 20,000 a week, 

Scott, rege resident Roosevelt appealed last 


UT 


billion- 
the 48 
st point 
les as 
trategy 
ng big. 


° 


jty bureau in the intensified drive 


gical technicians, clerical workers 


weekend for a draft of nurses if 
necessary in order to bolster the 
Army and Navy nurse corps by 
20,000 registered nurses. Congress 
has been unreceptive to the nurse 
draft, with members hoping that 
the recruiting drive will bring in 
the necessary number of appli- 


Services, War Manpower Commis- |. 
sion and Army’s recruiting public- | 


cants, 


SPECIAL NEW YORK DRIVE | 

New York, Jan. 9.—Single- 
column 168-line advertisements 
devoting two-thirds of their space 
to the Army nurse drive are being 
sponsored weekly in New York 
newspapers by the Disinfecting 
& Exterminating Corporation 
during January and _ February. 
Copy in the initial insertion con- 
tains the picture of a wounded 
Brooklyn infantryman, and his ac- 
count of the aid and inspiration 
received from an Army nurse and 
the whole corps as a group. 

The promotion was conceived 
and written by the staff of Col. 
Leroy W. Yarborough, officer in 
charge of the Army Recruiting 
Promotion Bureau, Governors 
Island. The current New York 
ecruitment goal is 2,000, and 
10.000 throughout the country. 

Basil O’Connor, chairman of the 
American Red Cross, in a tele- 
gram recently to all chapters, 
reported that “11 Army hospital 
uniis are about to go overseas 
Without any nurses .. . an unprec- 
edented event in this war.” The 


_—_ 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 


e 
BUSINESS PUBLICATIONS EDITION 


~~ 


Whai kind of man do men copy ‘ 


About 20 years ago models in men’s wear 
ads looked like this lulu—a sheik to the girls 


but a fop in the eyes of most men. 


Fashion Rego Clothes 
Tethered ot Fashon Pork. Rochester. NY. 


Nowadays, however, you advertise your 
wearables on models who look like honest- 
to-goodness, up-and-coming business or pro- 


fessional men. 


For you have found that most men like to wear what 
they see worn by men they admire, respect, wish they 
were like—the kind of headed-for-success men you think 
of when you think of the readers of Time. 


TIME 


—tops with the me 


TAILORED AT FASHION PARK 


? 


Designed wy and for 
BUSINESS 


We know of no other suit that so 


fulf"s the needs an¢ wants of business men. 


= 


MEN | 


thoroly 


These are the men you have to sell before you can set 
new styles or start men wearing new kinds of clothes 
that will be more fun to buy and wear! 


That’s why Time’s million male readers of advertis- 


ing are worth millions of any other kind. They are the 


employers of America (33,000,000 other Americans 


work for them). They are the men other men copy. 


And their first choice magazine, Tir, is the best 


wavy to reach them. 


-S. Time readers themselves 
RS. Tim 1 th l 


n other men Copy: 


are a tremendous market for 


clothes. They buy 4 times as many suits as the average man. 


They have about twice as much to spend as non-Time readers. 
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Car Owners Want ‘45 Models 
—But Not at Higher Prices 


If mew cars are available in 
1945, 62% of the nation’s drivers 
will bwy in 1945 or 1946 or in both 
years—but not if the price is up 
25 to 30% over prewar levels. 
Then, 76% of the car owners say, 
they will not buy. These are 
among the statistics revealed in a 
nationwide survey made by R. L. 
Polk & Co. Detroit automotive re- 
search bureau, of 30,000 car own- 
ers in 20 key states and 10,000 car 
dealers in 17 states. 

Car dealers disagree with the 
statement of car owners on the 
price question, however, 53% of 


the dealers declaring that they be- 
lieve price increases will have 
“very little effect’ on the postwar 
car market. 

Although the “owner loyalty” 
problem reveals that only 49% 
will buy the same make again, and 
that. the make with the highest 
loyalty rating in 1941 now shows 
a 25% decline, 66% of those who 
do not intend to buy the same 
make will buy in the same price 
class. But the survey also reveals 
a large group of “undecided” own- 
ers who admit they still can be in- 
fluenced to purchase again the 
make they now own. 

The $500 postwar car is not con- 
sidered a great probability by the 


Starting at 5 a. m. with WWL’s 
Farm Program .. . 


Speeding up at 7:30 with WWL’s 
“Dawn Busters”. . . 


Folks turn 


frst to - 


A DEPARTMENT OF LOYOLA UNIVERSITY 


THE GREATEST SELLING POWER 
IN THE SOUTH'’S GREATEST CITY 


50,000 Watts *« Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 
ARE NN a eA Pe TNR AEM 


country’s car dealers, 72% of 
whom say there will not be one. 
Of the 28% who believe there will 
be a $500 car, four fifths said such 
a car would absorb less than 10% 
of the new market. Although the 
majority of dealers do not expect 
radical changes in the revamped 
1942 models, they declared that 
their customers are expecting such 
changes. 

Savings will be spent for autos, 
and income for other things, 59% 
of the dealers believe. Eighty-one 
percent say dealer discounts will 
be about the same; 58% think that 
price control and rationing of new 
cars will be retained in some form 
for the first years after the war. 

According to the survey, 38% of 
the dealers will take on additional 
merchandise postwar. Many show 
an interest in selling home appli- 
ances; 18% want to take on air- 
planes and 23% radios; others are 
interested in tractors, farm imple- 
ments, housing materials. But 61% 
of the dealers say they will reduce 
their sales force as much as 30% 
in the new car branch, with 56% 
planning to enlarge their used car 
operations. 

The study showed that car deal- 
ers who were getting a good serv- 


ice volume prior to the war, now 
are benefiting from a wartime 
service boom; they have 20 to 30% 
more customers for a dollar vol- 
ume up from 20 to over 40%. 
Eighty-three percent of the deal- 
ers plan to enlarge their service 
facilities postwar, in which they 
expect to handle up to 40% more 
business, although the owner sec- 
tion of the study discloses that less 
than half of the country’s car 
owners now are getting their serv- 
ice work done by the dealers who 
handle their make of car, 54% go- 
ing to independent garages or 
gasoline stations for service. The 
majority of car owners said they 
have been getting “good” or “fair” 
wartime service from dealers. 
co * of 

An additional profit of $1.60 for 
every $1 gross profit on gasoline is 
the postwar aim for service sta- 
tion merchandising, a recent sur- 
vey by the Chek-Chart Corpora- 
tion, Chicago, indicates. Prior to 
the war the profit ration was 90c 
on tires, batteries, accessories, 
labor, motor oil and lubrication 
services to the $1 gasoline profit. 

The goal, according to the study, 
is based on the belief that there 
will be more frequent servicing as 
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a result of war-developed st, 
ards of maintenance, a pen; 
demand for tires, the faster \ 
ing out of accessories in older cap. 
when gasoline rationing is lif 
and the fact that the over-ag. 
equipment driven at a harder pac 
postwar “will pump oil at a rat 
never known before.” 
* * * 

A gradual return to the use o 
metal cans for consumer products 
is predicted by D. W. Figgis, presi. 
dent of American Can Company 
He bases his assumption or. the 
fact that wartime research by cay 
manufacturers, and the chemicq| 
and steel industries, will make 
possible to take advantage of |ifteq 
restrictions on the use of she 
steel without waiting for liberg. 
tion of the tin producing areas of 
the East Indies. 

“Greater availability of steel 
coupled with wartime research 
and development of new tech. 
niques by the technical men in the 
industry, should put many of these 
manufacturers back in the cay 
business during 1945,” Mr. Figgis 
said. 

He declared that 1944 has been 
the second biggest year in the 


company’s history, exceeded only 


. 


REPRESENTATIVES: 


@ When Rutgers defeated Princeton 
in America’s first inter-collegiate foot- 
ball game in 1869, The News-Sentinel 
had already become 36 years of age. 
And Fort Wayne had long previously 
acquired a college of its own. The 
founders of Concordia College... 
shopping around for a site for this 
institution of learning... appear to 
have been influenced by the fact that 
a newspaper was being printed in 


ALLEN-KLAPP 


NECOPD: 


Fort Wayne. 
editorial content could be of prac- 
tical benefit in the education of its 


scholars. 


News-Sentinel 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’‘s second largest retail market. 


CG. © NEW Y 


The News-Sentinel was 
established in 1833 and Concordia 
College came to town in 1839. Thus 
is seen an example of the power of 
the press. . . and the influence of The 


ago. This influence, of course, is even 
more potent today than it was then. 


DRK-CHICAGO-—DETROII 
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A newspaper whose 


more than a century 
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y the abnormal sales in 1941 of 
963,000,000. Sales in 1942 
mounted to $216,000,000 and 1944 
ill be in excess of that figure and 
nsiderably higher than that of 
943, when the full effect of metal 
strictions was felt. 


* * * 


Severely handicapped veterans 
on qualify for steel mill jobs, a 
rvey made by United States 
tee] discloses. A returned vet- 
ran, for instance, can perform the 
b of ladle-lining or be a machin- 
t though he has lost an eye, or 
prtain fingers or toes, or has a 
ervous disorder or defective 
earing. As part of the program 
or re-employing veterans, Car- 
egie-Illinois Steel Corporation 
as prepared a booklet containing 
he company reemployment policy 
or distribution to all employes 
ow in the armed forces. The 
booklet contains a questionnaire 
sking whether the veteran ex- 
ects to return to the company, 
shat new skills he may have de- 
eloped and his suggestions in ref- 
rence to re-employment. 


* * * 


A recent postwar employment 
urvey made by the Radio Manu- 
acturers Association revealed that 
n the basis of pentup demand for 
ew receivers, variously estimated 
t 10 to 25 million, the industry 
ould employ 68.6% more persons 
an in 1940 at the end of the first 
ll year of peacetime production. 
he survey, covering 80% of the 
dustry’s employed, estimated 
45,266 would be needed in post- 
ar production, compared to 86,- 
73 in 1940. In addition, a sub- 
tantial increase is expected when 
levision spreads across the na- 
on. 

* 


* * 


“The principal objective of In- 
rnational Minerals & Chemical 
orporation for 1945 and the years 
mediately following the war, is 
) develop new products from the 
aw materials available to the cor- 
oration from its present sources 
f supply and thus further di- 
ersify its activities,” according to 
quis Ware, president. Pointing 
ut that the company has no re- 
onversion problem, Mr. Ware 
aid, “Even with the possibility of 
n early lessening or termination 
f the nation’s enormous war de- 
ands, requirements for phos- 
bhate, potash, fertilizer and chem- 
als produced by this corporation 
re expected to continue at a high 

ate.” 
* 


* * 


About $400,000,000 will be spent 
by the supermarket industry on a 
bostwar expansion program for 
hew buildings, warehouses, store 
quipment and remodeling, Super 
larket Merchandising, New York, 
eveals in a survey. The publica- 
lon indicates that 45% of the op- 
rators already have purchased 
ites for both market and ware- 
louse building. 

The industry plans to develop 
ines other than foods, it was re- 
ported, including drugs, wines and 


iquors, housewares, light hard- 
vare and specialty items. Such 
epartments as meats, produce, 


airy, baked goods and process 
oods eventually would become 
ompletely self-service. 

The publication revealed that 
Bbout 40% of those surveyed plan 
0 build business volume and cus- 
omers in business sections of 
ities, about 40% in suburban 
ities, and 20% in community de- 
relopments. 
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Racine Using Radio, 
Newspapers for Promotion 


A 12-month program of news- 
paper and radio advertising to 
promote the city of Racine, Wis., 
and its industry, has been 
launched by the Manufacturers 
Association of that city. News- 
paper ads, totaling 45 insertions of 
1,344 lines each, will run weekly 
or twice weekly in the Racine 
Journal-Times and the radio 
schedule includes a daily local 
news broadcast. 

A budget of $20,000 has been 


apropriated for the year’s promo- 
tion. Western Advertising Com- 
pany, Racine, is the agency. 


Diserens and Woods 
Join Doherty, Clifford 


Robert C. Diserens, formerly as- 
sistant account executive on Proc- 
ter & Gamble with Compton Ad- 
vertising, New York, has joined 
Doherty, Clifford & Shenfield, Inc., 
New York, as assistant account 
executive on Bristol-Myers. 

Caroline Woods, formerly with 


Young & Rubicam, New York, has 


joined the copy staff of Doherty, 
Clifford & Shenfield. 


Olin President Resigns 


Franklin W. Olin, president of 
Olin Industries, Inc., East Alton, 
Ill., has retired after 52 years of 
active management of the indus- 
tries founded by him and now 
merged under Olin Industries, in- 
cluding Western Cartridge Com- 
pany, Winchester Repeating Arms 
Company and United States Car- 
tridge Company. 

He will be succeeded by his son, 


47 


John M. Olin, who is also presi- 
dent of U. S. Cartridge Company. 
Another son, Spencer T. Olin, who 
has been vice-president of West- 
ern Cartridge, will become first 
vice-president of Olin Industries. 


MULTIGRAPHING 
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John a McElwain & Co. 


A DIREOT MAIL SERVIOB 
Phone Webster 2336-7 


607 S. DEARBORN ST. CHICAGO 


TEL 


her) you can’t do better than . 


“THATS FOR ME” 


“It” could be anything from a gimmick to a gown 


for the Junior Prom. For when Teena the High 
School girl wants something just right — some- 
thing to wear, read, eat, give or get, she turns 
to the magazine she believes in—SEVENTEEN. 
Teena’s best friend is her mother but when it 
comes to the tip-off on school...a career... 
cosmetics ... budgets and beaux, she feels mighty 
close to SEVENTEEN. And there’s nothing fickle 
about our girl Teena. She’s sold on SEVENTEEN 
—sold solid on everything in it. So if you’re out 


to sell Teena (and 6,000,000 teen-mates just like 


seventeen 
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U. S., Canadian |gain. December issues were up| ADVERTISING VOLUME FOR DECEMBER ISSUES OF BUSINESS PAPERS AND 
. en |15.4% over the previous year. 
. The 27 trade publications car- TOTALS FOR 1944 AND 1943 
Business Papers ‘ried a total of 36,061 pages last fi iled t Industrial Marketi must not December Pages Year 
These figures compiled by Industria arketing us 2 r Tages 
i ’ = | year, up 35. Ih, with December be quoted or reproduced without written permission. Unless ‘ 1944 1943 1944 1943 
Score 44 aqains linage up 37.9%. Fourteen export otherwise noted, all publications are monthlies and have stand- | Tool & Die Journal (4%x7'2) 166 170 2,057 rm | 
eed Sas. with 12,175 pages during | ard 7x10 type pages. > ts. Tool Engineer ........ rea 172 181 2,062 = 95 
Chicago, Jan. 10.—Continuing to | the year, finished 45% ahead. De- | Resneoher Togee PP, ahah Wa Se Seeerns a 6s a95 
. er pe 2 ? “ : . 4 “Wed cree ree n ewer enee oe cee 
extend gains, advertising volume | cember issues of these publications Industrial Group Water Works & Sewerage.. 538 51 703 
in business papers during 1944| were up 34%. Twenty class pub-| Aero Digest (semi-mo.).... 318 359 4,069 4,166 | Welding Engineer ......... 73 71 904 
i showed a 23.3% advance over the|lications, which carried a total of ~ ey annie). on am ie me Westers, ee News. ° a 
ae . . P ° ’ 4 - ion News w. oX - ll 2 ‘ 320 | WOOGM WOrKer ....-eeeeeeee HM 
previous year, according to re-/|19,550 pages, gained 29.2% during | American Aviation (bi-w.).. “122 *112 1,370 1,113 | Woodworking Digest (4%x cag 
ports compiled by Industrial Mar-|the year, with December, 1944, | American Builder .......... 100 55 1,081 168 BORA ha niain sana oie Poche “89 *83 1,082 ™ 
keting. De in: 1 ae ) o; re eee 85 64 1,007 7 ees, Sees "Se : 
os ~ op-y ad linage Was|issues up 18%. ___.__| American Machinist (bi-w.). *|524 *512 6,884 «6,667 0 ge EROS ane nel 16,428 14,231 189,163 an 
© ahead oO e previous year. Canadian business papers carried | Architectural Forum ....... 138 109 1,581 1,047 Trade Group ned 
: F Publications represented in the|18.9% more advertising during | Architectural Record gets 101 57 1,193 757 American Artisan eer. Te ee 3 — net 
S P j : tam dt Automotive & Aviation In- American Druggist ......-. 7 ’ 
annual tabulation | marked up 3 1944, with 69 publications report- dustries (bi-w.) .......... 806 251 8,693 < 2,744 Boot & Shoe Recorder (semi- on, 1S 
: 25% gain in ad volume in 1943,|ing a total of 33,596 pages. In the| Aviation ................... 326 360 3.896 ~—- 8,979 Sl eerier rey Ho ayes *180 *104 1,630 oxton, 
: following a modest 8% advance | industrial bracket, 29 publications | Bakers’ Helper (bi-w.)...... \+166 127 1,507 (1,209 | Building Supply News...... 56 se = stituti 
e oP OO gained 13.7% with a total of 17,096 | Redding joo .ce-----------7) aja sgt $31.80 | Administration Edition yciatior 
q In the industrial group, 105 pub-| pages. In the trade group, 24 pub-| Brick & Clay Record ...... *21 *22 300 254 Combination .......... 25 12 292 Mr. 
: lications carried 189,163 pages of | lications ran 9,220 pages, up 29.6%. } Bus Transportation ........ 135 86 1,575 1,178 Dreegit Raition ates sen v “ 4,180 lent of 
* \ advertising during 1944, a 19.5% |The 16 class papers carried 19.4% a are {US - os _ ase fuer Vien Va ois sstituti 
I more advertising, with a 17,280-|Canner (w.) .............++ *t102 *76 1,144 882 riety Store Editions.... 94 86 1,312 redictic 
page total. Ceramic Industry .......... *46 *44 589 509 Grocery Editions ........ 72 61 1,067 ymber 
| Chemical & Engineering News 60 70 870 792 | Commercial Car Journal. 203 152 2,257 1 wen 
7 WW Oo 0 D a Chemical Industries ....... *106 *92 1,165 1,021 Spernced Engineering |. enone 127 95 1,426 qgm™mey see 
Chemic: Metallurgical En- Liectrical Merchandising ansion 
Hale Succeeds Dunbar gineering ..cs.-cc-c+---+ S16 2878818 8,208 | (OXTZ) oe “117 45087) 
Well read and liked by the important men bait Civil Engineering .......... 34 30 418 849 arm Implement News (bi-w.) | 105 71 1,257 a4 - 
i @ genet tebite-anen Os Gro wor J. N. Hale, formerly assistant |Coai Age ...............-.- 145 118 —«1,524 ~—-1,208 | Geyer’s Topics ............ 71 55 816 Wm He ¢ 
x fag te achieve weod's exciting futuse. director of sales of Burroughs] Construction Digest (bi-w.). 17 69 1,037 858 | Glass Digest ............+-. 10 il 109 avy cc 
a? Wellcome & Co., New York, has | Construction Methods (9x12) 112 98 1,398 1,169 | Hardware Age (bi-w.) ..... [215 144 8,091 2.1 e oar 
=s : 1. . ae Re: rere $32 $33 529 457 Jewelers Circular— oder 
been appointed director of distri- | Contractors & Engineers The Keystone ........... 236 184 2,115 i.ogmment’s 
os bution, succeeding G. S. Dunbar,| Monthly (9%x14) ........ 50 87 601 442 ee Reporter + — Rights,” 
recently elected president. a a a ae 137 122 1,650 1,453 XID) vee e eee e ee eeees Teas : 8 > 
ye d presi ent Diesel Progress (8%x11) ... 90 60 978 712 0 Ue Pierre 123 84 1,488 1,09 10SE ‘ 
Electric Light & Power..... 77 58 9384 156 Motor_ (Pr ter ee tee 110 69 1,178 saestimat 
— Electfical Contracting ...... 101 72 1,816 1,020 | NJ (National Jeweler) stauré 
H v Electrical South ........... 42 30 458 365 BXT HH) ones eee senses 190 189 2,421 2 wit 
Electrical West ............ 64 56 825 675 | Office Appliances (6 5/6xi0) 119 115 1,463 1.3 
Electrical World (w.)...... 14265 208 2,987 ~—«-2,459-| Photographic Trade News a de 
Electronics ............+++: *$24 *248 3,681 2,430 (9%4X18%4) ...-- 0+. ss ee 31 17 333 wants Mm 
Engineering & Mining Journal 149 120 1,537 1,343 | Plumbing & Heating Journal 48 422 418 4 
Engineering News-Record Sheet Metal Worker ....... 55 35 656 11 H 
: Bee Speer *\t304 $348 4,064 3,701 Southern Automotive Journal 73 54 918 82 
Factory Management & Southern Hardware ....... 69 65 870 “7 The 
Maintenance ............ 329 306 = 4,141 ~—- 8,517: | Sporting Goods Dealer...... 64 46 770 62 
Fire Engineeri Syndicate Store Merchan- een k 
ire Engineering .......... 44 34 525 415 . 
Food Industries ........... 147 121 1,723 1,369 diser (4%x6%) .......... 99 82 1,048 immecord 
rags, apicareae 222 me ie | aT el ma ontinu 
BN De Pirly sknays oder 45 33 470 408 |  VICW oo reerensserceeerees 1,595 1.20 ? 
Gas Age (bi-w.) ........... *168 *769 962 676 Ww AEE Salesman 75 538 882 someciare 
Heating, Piping & Air Con- aoe a ’ —<, aa perato 
ee 119 93 1.485 1.108 MIAE ws Fudaedavsd oa sees 2,952 2.141 36,061 20.57 an 
Heating & Ventilating .... 72 45 745 520 Export Grou marine 
Industrial & Engineering American Apiemebile (Over- usines 
Chemistry (two editions). 138 169 1,761 1,730 | eee 29 20 196 siperiod. 
Industrial Finishing (4%x6%4) 68 52 830 654 | American Exporter (2 edi- Othe 
, Industry and Power........ 137 114 1,576 1,379 TIONS) nvccvsecsvcesecsoce 276 179 3.459 22ifane | 
8) rae *667 *t680 8,568 7.921 Automovil Americano ...... $7 32 750 pgpape 
Laundry Age (semi-mo.) *15 *46 769 627 Caminos Y Calles (bi-mo.).. wed ree 188 1 -NOoW 
Machine Design ........... 290 222 2,971 2,228 Farmaceutico, El........... 18 37 725 rewal 
Machine Tool Blue Book Hacienda (two editions).... 101 76 1,182 O27) 1... 
a ee eerie B45 338 4,270 3,892 | Ingenieria Internacional lubs - 
. SS CR ae 357 331 4,128 3,889 eee ir eee 102 84 1,358 osmmnan b 
peeeencserore ——€ ses 52 42 695 522 ie Internacional hard 
Marine Engineering & Ship- AMNSUFUCCION 2.000 200eee ss 75 51 860 am... 
ping Review ............. 287 298 3,573 3,266 | Oficina Mecanica Moderna xpect 
Mechanical Engineering ... 119 94 794 639 ee, i. DOLE ee eee 114 99 430 sammeturn 
Mechanization (4}3x7y;) ... 81 58 944 793 APetroleo Interamericano Mf vete 
eeotes cuaeeins Vay 6a sinigtae’s 78 67 891 née}. (bi-M0.) -. eee esse weer ees ves ves 642 ty hou 
IB ee 161 145 2,013 .709 evista Aerea Latino Americ: 37 32 f i 
i Metals and Alloys ......... 201 150 2'387 1895 Spanish. Oral Hy giene se ; me new 
is eB eee 306 260 3,514 2,991 AYGXTEE) ne eee eee e eee 37 26 370 ‘77 oun 
na 2 —Ee a Oe ©1443 @370 2,794 2,312 | Taller Mecanico Moderno ox 
Mining and Metallurgy ... 29 24 360 3387 (quarterly) ............ 114 99 430 unchr 
motes n Machine Shop (44x World Petroleum (9x12).... 65 45 836 Ines— 
(oP R RP Cee 331 332 3,963 3,903 — —— 1 
Modern Packaging ......... “121 86 1,208 881 BOD Wibeeew css rsancsins 1,045 780 12,175 8,398 a 
: Modern Plastics ........... *166 *127 1,922 — 1,280 Class Group orth 
National Bottlers’ Gazette. . 125 91 1,285 1,005 | Advertising Age (w.)(10%x14) {1174 150 2.205 i agprivat 
National Petroleum News (w.) 109 89 1,225 856 American Funeral Direc tor. 50 49 ’ 5 iismernme 
National Provisioner (w.).. ||f136 86 1,452 1,158 American Restaurant 64 14 oan - 
Oil & Gas Journal (w.)...*§t/576 *§t421 5.475 8.977 | Banking (7x10¥;) .......... 6 37 68 ~ alg 
Oil Weekly (w.) ........... *§ 284 ‘st 008s 4,08 | DD and W................-. 69 . ja aapme t 
Paper Industry & Paper spits fanagement ..... 59 ; : nd ci 
Hospital Management ..... 52 46 795 mena C 
RO ere 79 66 941 777 Hotel Management 74 51 85 $ 
Paper Mill News (w.)...... . *$1119 *94 1,260 ~—1,046 | Hotel World-Review (w.) " 
Paper Trade Journal (w.).. */130 *123 1,806 1,418 CPOE SES) one civasee eve *|1t84 *25 416 i -” 
RR ree 80 57 792 582 Industrial Marketing ...... 123 102 1,328 1,086 
ec ot | aad ets 162 117 2,034 1,520 Medical Economics (4%4x6%) 106 105 1,250 1,109 Mr. 
Pit & On el a ee 217 206 2,454 2,036 Modern Beauty Shop....... 56 61 874 6imeover) 
elk d MAITY cccccsescsecs e 79 *73 1,164 970 Modern Hospital .......... 168 133 1,981 150M oods 
FOWET eee eee e cess ees 469 @4142 3,392 8,019 Modern Medicine (44x6%). 125 117 1,609 134 png 
I pee ~ ‘ 
ower Plant Engineering. . 144 131 1,674 1,416 Nation's Schools 58 8 ainec 
Re Builder (10% x15). 20 10 "246 160 Occupational Hazards ‘ ; sie and f 
weet eeeeccceseeeees 52 41 650 550 (4%x6%4) mS no 44 596 439 
Product Engineering $38 *300 4,147 a3e8 | Oral livalene CART) - 59 Bechoo 
s ot Enginee pesss; | *88 : ‘ 3,123 ral Hygiene (4yx73%;).... 141 130 1,702 1,470 
(ow a mae (442x644) et 55 700 555 Restaurant Management iva 61 43 682 melgn 1 
Simp, Si ile ea 250 214 2,993 2,385 Scholastic Coach ........... 20) 17 2 176 For 
Rail 955 , 225 
ailway Age (w.).......... |t252 168 i 2 2X 
rhe . 252 3,313 .528 — Management (9%x "a4 
Railway Purchases & Stores 104 76 1,370 Re 8 MRM vere a ves ogee dns tt.. 4 192 weet 
Th 7] b th ponds RRS eb Lt ” ah ors trafic Wee (Wa siaceess {T105 83 1,184 1,086 — 
Sewage Works Engineering. 27 9 ° je ae St a eee <a exto 
ey e e een ard  datetad & Industry. 121 116 1.350 1 oe Be. eeeeeee seh aterne ey , mate —_ ~~ 7 ted | 
Sf  * Seat 485 5 16) F anh ametimen- caesar 
BUY . e ae 24 = “Se a 21,098 18,485 256,949 208,88 ae 
WwW Telephone Engineer . *44 * rey 7 or : ' ; 
one t p | th ld woe : igineer ....... 87 585 488 §Includes special issue. ‘Includes classified advertising 
inges eop e in e or Telephony (w.) ........... *$iti29 *§128 1,259 1,158 Last issue estimated. {Five issues. Thess teaues, eT 
} n= lay ere creer er ies a 1,897 1,585 | isons. {Established Sogeouer, 1943, ; 
: } : ere er er *64 880 684 TTNo Dec. issues. . Nov. -Dec. issues combined. 
When ration stamps become as extinct as Hitler & Co., _ 
millions of motorists will be rolling along the enticing Discusses Dow Series Corn Products Appoints a KBS lee g pee reported 
i ori ac i ac ‘ ‘ e expansion of its research ané 
highways of an America at Peace... going places and “The Why, What and How of| Howard G. Wascher, associated statistival department. headed 
buying things! Dow Chemical’s Million Dollar} with Corn Products Refining Com-|{rene Douglas, formerly head 
: Advertising Campaign” will be]! pany, New York, since 1908, has onad Peas y 17 
; ; ; pany, ’ e ’ a similar division for Genera! Mo- 
Get set to make the most of that day now... plan your discussed at the Jan. 15 meeting|been elected vice-president in| tors Corporation Ss 
sales success with the help of LEE LARSON HIGHWAY of the Chicago Business Papers|charge of planning and research| The review also listed highligit 
: s Association by R. A. Brewer, vice-| in connection with the company’s] resylts of a small station surve! 
DISPLAYS. president of MacManus, John &| foreign facilities. KBS mad 5 th ide * 
Adams, Detroit, Dow agency and aoa in . Saad en a 
@ A COMPLETE SERVICE from sparkling ideas to finished executive on the Dow account. ae Getten a test titeent @ 
installation and maintenance. The meeting will be in the English Cohon to Stern — a er & large segme at 
, Room of Marshall Field & Co. .] the population unreachable in anj 
@ ANY SIZE, TYPE, QUANTITY, on rental basis. a J. Donald Same forme! ly a other way,” and that “with 0c@ 
ern zone sales manager of Mills|appeal and efficient managemen', 
. P ’ 7 ° 3 " 
SS a ee ee ae O'Malley Appointed Mfg. Company, Chicago, has been | they retain the major share o' 
cess. j . . ° re é y j i iti ‘om 
| Lakeside Publishing Company, —'. Cc ier ° 2 , ne pees a of | audience despite competition +10m 
@ NOTABLY SUCCESSFUL BACKGROUND in the service of a | New York, has appointed Chas. R. “wd ms! “Fi e b rica A sme high powered stations. 
wide variety of LEE LARSON clients... from auto- O’Malley, Chicago publishers’ rep- | (10 ©Sa0e a 
mobiles to beverages to insurance. resentative, as midwest advertis- |<": ABC Elects S 
|ing representative of Practical eile ects weven 
Manpower and material situation make early consulta- Home Economics and Trained|KBS Billings Up 18°; Audit Bureau of Circul: 


tion advisable. Call for a LEE LARSON man — today! 


| bership: Advertisers: Block 
Keystone Broadcasting System’s|Company, Jersey City, N. J. 
pa Wunderlich ae billings for 1944 increased 18% |Mutual Life Insurance Com; *"! 
| Norman E. Wunderlich, sales|over 1943, according to M. M.|New York. Agencies: Joh: * 


LEE LARSON & co. | division of Galvin Mfg. Corpora-| scription network, which now Company, New York, and Li °** 
tion, Chicago, has also been ap-|totals 208 affiliated stations. In|Johnson & Co., Toronto, Pub °® 
pointed in charge of sales of radio-| addition to its work last year in|tions: Oregon Grange Bu 


ESTABLISHED 1929 


@ WAUKESHA, WISCONSIN 


Nurse & Hospital 5 Review. 


|manager of the communications | 


| telephone equipment for railways. | broadcasting war effort programs, 


Lists 208 Affiliates 


Sillerman, president of the tran- 


has elected the following to ! 


Cairns & Co., and Robert B. C 


and Washington Grange Bul 
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holesalers Seen 


Chicago, Jan. 10.—Postwar ex- 


nerc 
ide 
olun 


exton, president of the National 
nstitutional Food Suppliers’ As- 
yciation. 

Mr. Sexton, who is also presi- 


stitutional wholesalers base their 
rediction On an increase in the 
umber of sales outlets, in which 


ansion of all classes of the trade 
erved. 

He declared that Army and 
lavy cooks and bakers, assisted by 
he loan provisions of the govern- 
ent’s 
Rights,” are expected to be among 
jose establishing many of the 
stimated 15,000 to 25,000 new 
sstaurants in the first five years 
llowing the war. 


ants now. 


The hotel business, which has 
een keeping sales volumes at a 
ecord high, shows a likelihood of 
ontinuing at peak demands, he 
eclared, with some major hotel 
perators planning to 
onvention trade and large volume 
usiness in the immediate postwar 
| beriod. 

Other fields, 
hape up this way: 
now at peak demand and no 
i@/rewar level decline expected; (2) 
lubs — much sounder financially 
han before the war; (3) Schools 
hardest hit during the war, but 
xpected to make strong postwar 
eturn with government financing 
ff veterans, reopening of fratern- 
ty houses, etc.; (4) Soda fountains 
new 
ountains 
unchrooms; (5) Railroad and air- 
ines—expected to increase insti- 
utional buying; (6) Ship lines— 
1ore sales from resumption of 
rivate lines and release of gov- 
Prnment ships, and (7) Resorts— 
bn additional source of sales vol- 
meme to result from summer resort 
send 


Sees No Marketing Changes 


Mr. Sexton saw no problem in 
kovernment releases of processed 
oods, which he said will be re- 
s7meained for Army and Navy use, 
and 

chool lunch-box programs or for- 
eign food relief. 

Foreseeing no changes in post- 


LlON< 
exton said there might be a lim- 


hydrated foods but only a slight 
tendency to use quick-frozen foods 
In ti 

Mr. Sexton, however, asserted 
that extensive development in the 
in tl 


He 


cont 


y the thousands daily—each copy read 
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eacetime Growth 


Institutional 


mn of institutional wholesale 
iandising in “a materially 
ed” field, and a level sales 
e during the period of transi- 
is envisaged by Sherman J. 


of John Sexton & Co., says 


see marked benefits in an ex- 


demobilization “Bill of 


He said there 
definite shortage of restau- 


Hotel Business at Peak 


seek less 


Mr. Sexton said, 


(1) Hospitals 


chains expected to open 
in restaurants and 


camping business. 


for government supported 


merchandise in the institu- 
il wholesaler’s inventory, Mr. 


trend toward the use of de- 
ie institutional field. 


f deep-freezers in homes and 
tutions might create changes 
e food field affecting distribu- 
as well as processors. 
concluded with the declara- 
that the institutional field has 
me highly specialized as a re- 
of the war and probably will 
nue to be, while the conver- 
period will acquaint many 
esale grocers with the fact 
they lack the sales facilities 
rve the institutional field. 


ELLING NEW HAVEN'S 
WAR WORKERS 


Journal-Courier goes into war plants 


Four A’s Elects 


American Association of Ad- 
vertising Agencies has elected 
Simons - Michelson Company, De- 
troit, to membership. 


To Road Builders 


Norman W. Gregg, for the past 
three years director of publicity of 
Advertising Producers-Associated, 
Chicago, has joined the American 
Road Builders’ Association, Wash- 
ington, D. C., as director of public 
relations. 


Helmis to Teentimers 
Merita Helmis, for the past eight 
years with Allied Stores Purchas- 
ing Corporation, New York, has 
joined Teentimers, Inc., New York, 
as fashion counsellor and adver- 
tising coordinator. 


RCA Victor Takes 
Over Export Sales 
for Duo-Therm 


Lansing, Mich., Jan. 9.—Fuel oil 
appliances manufactured by the 
Duo-Therm division of Motor 
Wheel Corporation will be handled 
in almost all countries abroad by 
RCA Victor distributors and sub- 
sidiary companies under a postwar 
agreement jointly announced by 
M. F. Cotes, Motor Wheel vice- 
president in charge of Duo-Therm, 
and Jay D. Cook, managing di- 
rector of RCA Victor’s interna- 
tional department. 

While Duo-Therm has enjoyed a 
substantial volume of export busi- 
ness for a number of years, Motor 
Wheel officials point out that RCA 
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Victor, with subsidiary companies; this country where Duo-Therm’s 


in eight countries and with dis- 
tributors in 120 others, is in an 


nationwide organization of inde- 
pendent distributors and dealers 


ideal position to serve the world-| will continue to handle sales of 


wide postwar market for modern 
fuel oil appliances. 

The distribution program will 
become effective as soon as de- 
liveries can be made by Duo- 
Therm, Mr. Cotes said. RCA 
Victor distributors and _ dealers 
throughout the world have indi- 
cated a growing demand for fuel 
oil heating appliances and the 
selection of Duo-Therm products 
to meet this need, it was explained, 
is in accordance with RCA Victor’s 
prewar export program to handle 
certain quality lines on non-com- 
petitive products outside the U. S. 

In announcing the RCA export 
contract, Mr. Cotes emphasized 
that it will in no way affect the 
present methods of distribution in 


| 
| 


Duo-Therm products. 


Kratf Joins Seeds 


Norman E. Kraff, since 1929 op- 
erating head of Food Advertising, 
Chicago, has joined Russel M. 
Seeds Company, Chicago, as direc- 
tor and account executive of the 
agency’s newly-formed new prod- 
ucts division. 


Col. Leihy Appointed 

Col. C. W. Leihy, who was edi- 
tor of Electric Light & Power, 
Chicago, before entering service, 
has rejoined Electrical Publica- 
tions, Inc., and the Haywood Pub- 
lishing Company, as manager of 
publications. 


HE looks young. She feels young. 
She is young. Young and alive— 
emotional and up-to-the-minute. 


Faith Baldwin has just told her a Love Story 


reading that stirs the emotions, that 
starts dreams and fires ambitions. 


So now, Bristol-Myers, now that 


that Minit-Rub and Sal Hepatica be- 
long on her bathroom shelf. 


You'll never find her in a more 


many, and passed on from shift to 
—each copy working 24 hours daily 
ring you coverage of today's best- 
ding customers . . . 100,000 readers 
y! 


* *& THE *« x 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


And she has just read a moving 
story by Faith Baldwin, one of the 
outstanding stars of Cosmopolitan. 

Great writing makes great reading 
and Cosmopolitan is crammed with 
the greatest writing of our times— 
with reading that mellows the mood, 


she’s under the spell of Faith Bald- 
win’s writing, it’s your turn to talk! 
It’s your time to speak to her about 
Ipana for the Smile of Beauty. It’s 
your moment to tell her how Trushay 
and Mum will guard her charm. Yes, 
and while you're about it, tell her 


osmopolitan 


GREAT WRITING MAKES GREAT READING 


receptive mood. She’s all yours, for 
she’s been through the emotional 
world of Faith Baldwin and the other 
masters in Cosmopolitan. Emotion 
makes wars. Emotion makes mar- 
riages. Emotion makes sales. So take 
over, Bristol-Myers, take over! 


v 
Emotion makes Wars 
Emotion makes ae 
Emotion makes Sales 
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What Chicago Agency 


NEEDS An Account Man 


who can Plan, Write and 
Broaden your claim to more 
of tomorrow's accounts? 


lam a seasoned advertising manager with 
fifteen years of productive experience in 
agency, manufacturer and wholesaler 
copy and plans operations. | want to join 
a progressive agency where provable 
sound judgement, creative skill and or- 
ganizing ability will help to insure for the 
organization a wider participation in 
future programs. 

A practical knowledge of advertising and 
merchandising methods, plus a full under- 
standing of technical procedures and pro- 
duction has won the recognition of key 
men in several fields. 


Personally prepared and directed cam- 
paigns have scored outstandingly—in 
SALES RESULTS—as well as in advertising 
circles. A wide and favorable knowledge 
of my work, particularly among industrial 
advertising men in the Chicago area, is a 
salesworthy asset. Able speaker for New 
Business, client, sales meetings. 
Business Training includes: 

* Advertising Agency—copy, research. 

. All plans, copy, sales 

. PARES coordination, schedules, 

saler dept. organization, etc. 
Age, 36. College graduate. Married. Christian. 
Compensation important, but sound epportunity 
phen: consideration. Available Feb. 15; inter- 
now. 


Box 6037, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanied,” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS. 


HELP WANTED 
DISPLAY MAN 
Wanted for home office of our na- 
tional retail store shoe division— 
with ability to create and set up 
merchandising windows and show- 
case displays. Excellent working 
conditions, free hospitalization, paid 
vacations. Write Mr. Vieriech, giv- 
ing qualifications, salary expected, 
draft status, age. 
THE SCHOLL MFG. CO., INC. 
213 W. SCHILLER ST. 
CHICAGO 10, ILL. 


HELP WANTED 

LAYOUT ARTIST for fast-growing 
Omaha Agency. Key position open 
with real future. Must have real 
creative ability, be able to visualize 
ideas, do some finished art, buy the 
rest and direct production. If inter- 
ested, tell all in first letter including 
agreeable starting salary. Address 
France - Duff Advertising Agency, 
Omaha, Nebraska. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicagu 


CONSUMER RESEARCH MANAGER 
By young progressive organization 
with excellent post war future. 
Salary High. Write at once giving 
complete background and experience. 
Box 7040, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Three openings with growing mid- 
west Advertising Agency for: 
ACCOUNT EXECUTIVE 
COPYWRITER 
RESEARCH MAN 


Industrial as well as general mer- 


chandising experience desired. These 
positions hold real opportunities in 
a medium-size 4-A Agency, well es- 
tablished, with well-known national 
accounts. Correspondence and in- 
terviews will be held in strict con- 
fidence. 

Box 7047, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


HELP WANTED 


SELL ADV. NOVELTIES & Calendars 
Earn 20 to 25% Commission. Com- 
plete line. Send for details. 1945 
season. 
WEINMAN BROS. Est. 1919 
325 N. Wells St., Chicago 10, I11. 


Circulation Promotion 
Manager Wanted 


established 
Must have ex- 


for our several well 
business journals. 
perience in magazine or business 
journal field, and be capable of pre- 
paring and supervising direct mail 
campaigns and co-ordinating efforts 
of established field staff. Permanent 


connection for right man, 


Please make application complete in 

first letter, giving education, experi- 

ence, age, ‘draft status, salary 

bracket and any further details of 

interest. Replies held strictly con- 

fidential. 

W. R. C. Smith Publishing Co. 

1020 Grant Building 
Atlanta 3, Georgia 


N the days when Jefferson 

framed the Declaration of In- 
dependence, America was a land 
of farms. 
Later came railroads...machines 
foreverything ...automobiles... 
aeroplanes...giant industries un- 
known to previous generations. 
But we never really changed; 
America is still a farm land. 
Agriculture engages more people, 
produces more income, than any 
other industry in the country! 
Yes, the farmer is the biggest 


big-business man of them all. 
Last year his income exceeded 
$26,000,000,000 . . . his savings 
reached $12,500,000,000 . . . and 
these sums did not include the 
wealth of those indirectly depen- 
dent on farming, living in rural 
America, serving the farmer’s 
needs, 

Can any advertiser afford to 
overlook the farmer's strength 
... or the influence and selling 
power of Country Gentleman, 
the farmer’s favorite magazine? 


What business can ignore the farmer's strength? 


Favorite? Survey after survey 
proves that farmers and their 
wives have an overwhelming pref- 
erence for Country Gentleman! 
Country Gentleman comes first 
with advertisers and their deal- 
ers too. They’ve made it the farm 
leader for more than a century. 


" {ountry es 


No. | with FARMERS - RURAL DEALERS ~ ADVERTISERS 


SALES & PROMOTION MANAGER 
Large midwest, nationally estab- 
lished distributor of cotton apparel! 
catering direct to Institutions, not 
retail stores, has opening for a high 
grade sales and promotion manager. 
Direct mail and established perma- 
nent territory salesmen. This is an 
unusual opportunity for an execu- 
tive with right background and ex- 
perienced especially in direct mail 
advertising. Write full details and 
previous experience. 
Replies will be treated strictly con- 
fidential. 

Box 7063, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PRIVATE SECRETARY 
Requirements, university graduate 
with seasoned advertising agency 
experience; satisfactory references. 
Positively no personal application. 
Will consider only written applica- 


tions giving complete information. 
Charles Daniel Frey Advertising 
Agency, 333 N. Michigan Ave., Chi- 
cago, Ill. 
SALES MANAGER, Charge of 

I oo a 50 40 5 -06:40:8 $12,000 
ACCT. EXEC., agency....... 12,000 
10 COPYWRITERS, agencies, 

indus. and package goods 

ska i eae 6 Qk oe pence sat@ 18,006 
MDSING. MAN, food or drug. 8,500 
ADV. MGR. MFGR........... 7,500 
ASST. SALES MGR., sales 

NE TREO OS CEE OTe 6,000 
MKT. RESEARCH, pkg. gds. 

SS ee re Open 


exp. 
MKT. RESEARCH, 


a i een EP 
MKT. RESEARCH, tabulating, 

SS ae 
RADIO COM’L-MGR., station 6,500 
SALES PROM., hse. organs... 6,000 
SALES PROM.,, travel........ ,200 
SPACE BUYER, agency...... 6,000 
ASST. SPACE BUYER, 

EE 6g ck kon 08 wo SK) s4 0 00 3,900 
ACCOUNTANT, adv. agency. Open 


FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN CHICAGO 
20 YRS. ADV. EXPERIENCE 
ADVERTISING MANAGER by in- 
dustrial magazine. Must have exp. 
know midwest agencies and indus- 
trial accounts. Permanent, attrac- 
tive opportunity, now and postwar. 
Salary and commission. Write in 
detail outlining background and 
qualifications. 
Box 7064, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


Can now efficiently handle one addi- 
tional class or trade pubn. Well 
estab. Chgo. office and wide acquaint- 
ance Mid-West area. Commission. 
Box 7059, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


CAN YOU 
USE THIS 
EXPERIENCE? 


I know Point-of-sales advertising-—— 
from the first tissue visual. te 
the finished display—how toa, 
produce it—how to buy it—how 
to sell it 


@ know the various processes of 
reproduction — lithographic — 
typographic—gravure ; 


e know all details of display con- 
struction—mounting—finishing 


@ directed and purchased quantities 
of commercial art work 


If you are interested, I would like 
to talk things over; naming 
names, places and products. 


Box 7058, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 
MARKET-SALES RESEARCH 
20 Years’ Experience. Specializing 

in market and sales experience. 
Executive ability—available imme- 
diately. 

Box 7061, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


—_ 
~~ 


WANTED 
PRODUCTION 
MANAGER 


Real opportunity in a com- 
pany now classified as a 
“war plant’ — but with no 
conversion problem. Write 
or phone for an appoint- 
ment. 


D. F. KELLER COMPANY 


Printers — Lithographers 
3005 Franklin Bivd., Chicago 12, Ill. 


Telephone Van Buren 4030 
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senso 


Business as Usuc!? 


Of course not—since all } jg). 
nesses have been forced to mike 
adjustments necessary to the 
winning of the war—to the 
hastening of V-Day. 


But, Business as Usual, YES. jp 


the quality of our servico— ee 
rien 
standards set over 24 years igo Module 


and striven hard to maintain, psts, | 


Hundreds of national agencies, 
advertisers, publishers and sery. 
ices have listed many attractive 
openings. Thousands of adver. 
tising men and women are reg. 
istered with us. 


We want to be of real service to 
the company seeking the man— 
the man seeking the job. Write 
us about your problem—and 
feel completely comfortable that 
all will be held in strictest 
confidence. 


WALTER LOWEN 


PLACEMENT AGENCY 
Established 1920 as headquarters for 
ADVERTISING PERSONNEL 
Office @ Creative @ Executive 
420 Lexington Ave., New York 17 
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4-A AGENCY WANTS 
GOOD MAN-TO-MAN 
COPYWRITER 


HIS is an opportunity for a well- 
rounded advertising copywriter who 
can turn out copy on business and in- 
dustrial subjects in man-to-man lan- 
guage . . . who would rather create 
ideas and write copy than handle any 
other phase of advertising agency work 
. and who might like to live and 


gal 
orri: 


build his future in Baltimore. _— 

n, ha 
Preferably, the man we want should fRdverti 
combine experience on industrial andjounts: 
financial accounts with the selling#ision | 
sense of a seasoned mail order man.gverett 
He should be capable of turning out §Manche 
good copy for national magazines, as@polds ( 
well as for a variety of business and @orpor: 
industrial publications. urance 

Mari 
For the right man, this opening offers he ea 
security and income consistent with he Ch 
ability and performance, in a 32-year Mgency 


lg 4-A agency with a well-established 
reputation for getting good clients and 
keeping them. Please pack into 4 


C&l 


1-page letter all the quick facts you— Fred 
would want if you were seeking a man Young 
for a similar position. Address: J. P.@or 14 
Daiger, Vice-President, VanSant, Mearch 
Dugdale & Co., Inc., Court Square Mfenera 
Building, Baltimore’ 2, Maryland. ently 

las bes 

earch 
eee Me 


We're looking for the @ ;, 
best trade magazine 
Salesman inLos Angeles... HB win 


This is an unparalleled opportu _ a 
nity for a salesman now living i /- 


California who knows the men 
apparel field. It is a permanen' ary. | 


salaried, full-time position as We: men’s 
Coast Sales Manager for the ran! sellin, 
ing trade magazine edited for re tic 
tailers of men's apparel. Spac 

selling experience is not essenti Exvell 
if you have had a successful sale these 
record in men's apparel industr ene ¢ 
Send experience record plus re’ lee 4 
erence and enclose recent phot 

of yourself. Publishers’ represente here 
tives need not apply. his gy 
Address Box 6038, Advertisin = é 
Age, 330 W. 42nd St., New Yor box ¢ 
18, N. » 42 d 
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POSITIONS WANTED 
sensoned Executive Secretary 
Chicago only. Single. Age 33. 

Minimum salary $250 month. 

Box 7062, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
op Notch Trade Paper Man wants 
» aad publication. Now covering 
iddie west on all major lines of 
ndustry. Knows top executives in 
ants and agencies. Highest per- 
onal and business recommendations. 
‘Box 7065, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. _ 
inting Or Advertising Production 
xecutive with unusual technical ex- 
erience who knows how to keep a 
schedule. Thoroughly familiar with 
osts, estimating, billing, proper 
reparation of copy and_ servicing 
ccounts. Practical, shop-knowledge 
¢ mechanics of color work, both 
stterpress and lithography. Age 38, 
arried, with dependents. 

jnimum salary $6,000 consistent 
ith previous earnings. 

Box 7060, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ilbany Groups 
sponsor WMC Ads 


Albany, N. Y., Jan. 10.—A series 
f back-page advertisements in 
ie Knickerbocker News, urging 
ar workers to remain on the job 
recause “The war in Europe isn’t 
n—In the Pacific it’s hardly be- 
n,” is producing effective results, 
_ J. MeGinty, regional director 
f the War Manpower Commis- 
ijn, said this week. The mes- 
ages, sponsored by eight local 
ssential-industry companies, are 
uthorized by the WMC. 

The first ad was run Dec. 19, 
e day of the German break- 
rough in Belgium. A_ second 
ppeared Jan. 2. The gravity of 
he news on the western front, 
oupled with the advertisements, 
has had such an impact on war 
orkers that absenteeism in the 
Kibany area markedly declined, 
nd the number of applications 
br a switch in jobs dropped from 
5 to 30 a week to five in a two- 
ek period, according to Mr. Mc- 
inty. 

The series, planned by the 
nickerbocker News, is directed 
oward both war workers and the 
reneral public. It is to continue 
bver a two-month period. 


galls-Miniter Named; 
orris Joins Agency 
Ingalls-Miniter Company, Bos- 
on, has been appointed to direct 
dvertising for the following ac- 
ounts: materials handling di- 
sion of Market Forge Company, 
verett, Mass.; Union - Leader, 
fanchester, N. H.; and F. L. Rey- 
lolds Company, Waldoroth Label 
orporation, and Craftsmen In- 
urance Company, all of Boston. 
Marion E. Norris, recently with 
e eastern advertising office of 
he Chicago Sun, has joined the 
bgency as director of production. 


C&N Appoints Reynolds 


Frederick P. Reynolds Jr., with 
Young & Rubicam Inc.,' New York, 
or 14 years, most recently as re- 
earch supervisor in charge of the 
eneral Foods account, and re- 
ently released from the Army, 
las been appointed director of re- 
earch for Geyer, Cornell & Ne- 
well, Inc., New York. 


SALES EXECUTIVE 


To Assist Advertising Director 


We seek a competent executive 
with a sound selling approach to 
shore responsibilities of space sales 
outstanding business paper. 
sce selling experience is second- 
Good working knowledge of 
i's apparel industry gained in 
‘el'ing to it or in previous associa- 
tion with it will be invaluable. 
ellent future for a man with 
these qualifications. He will join 
of America’s leading publish- 
inc firms as an executive, from 
ere on his ability will determine 
hic growth in the organization. If 
yo. are this man, write now to: 
Box 6039, Advertising Age, 330 W. 
rd St.. New York 18, N, Y. 


dvertising Age, January 15, 1945 


To Grocers Post 


Mrs. Mateel Finch Todd, former 
managing editor and advertising 
manager of the journal of the 
Kansas Medical Society, Topeka, 
has been appointed publicity di- 
rector of the California Retail 
Grocers and Merchants Associa- 
tion, San’ Francisco, and associate 
editor of the California Grocers 
Advocate. 


GM, Brazil, to McCann 


General Motors do Brasil S. A. 
has appointed the Sao Paulo and 
Rio de Janeiro offices of McCann- 
Erickson to handle Brazilian ad- 
vertising of all GM products. For 
several years the agency has been 
handling Frigidaire advertising in 
Brazil for the company. Recently 
the Buenos Aires office was ap- 


pointed to handle all GM adver- 
tising in Argentina. 


Winslow Bros. Appoints 


Diamond - Seidman Company, 
New York, will handle the adver- 
tising for Winslow Bros. & Smith 
Company, Norwood, Mass., proc- 
essor of sheepskins and other 
leathers. The agency will promote 
the company’s new plastic-proc- 
essed lambskin. 


Urges AFA to Establish 


Courses for Veterans 


The Women’s Advertising Club 
of Washington, D. C., has re- 
quested the Advertising Federa- 
tion of America, through its clubs 
throughout the country, to assume 
leadership in setting up lecture 
courses, advertising classes, and 


vocational guidance 
for disabled veterans. 

The club revealed that more 
than 15% of the men present at a 
recent series of lectures on “Jobs 
in Advertising” given by the group 
at the convalescent section of the 
Walter Reed General Hospital, 
Washington, indicated an interest 
in knowing more about advertising 
jobs. 


To Head McCann Radio 


William. A. Franchey, with Rus- 
sel M. Seeds Company, Chicago, 
for the past two years as radio 
copy chief, has been appointed to 
a similar post by McCann-Erick- 
son, Inc., New York. 

Formerly he was with Roy S. 
Durstine, Inc., New York and Cin- 
cinnati, and William Esty & Co., 
New York. 


committees | 


51 
Redwood Assn. Appoints 


Marsh Maslin, newspaper col- 
umnist for the San Francisco Call- 
Bulletin, has been appointed head 
of the publicity and advertising 
department of Redwood Empire 
Association, San Francisco. 


Stevens Appointed 


Francis H. Stevens, with Gil- 
man, Nicoll & Ruthman, publish- 
ers’ representative, for more than 
20 years, has been appointed man- 
ager of the Boston office, succeed- 
ing the late Stanley Pratt. 


Wise Appoints Zlowe 

J. M. Wise Company, New York 
manufacturer of men’s lounge ap- 
parel, has appointed Zlowe Com- 
pany, New York, to handle its ad- 
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~ WAAT delivers 


- more listeners per dollar 


AUew! Ott Olt 72 


vertising. 


x 


in America’s 4™ Largest Market 


than any other station- 


including all 50,000 watters! 


i 
I 
BY 
ve 
SMART BUYERS 
’ 


*See Latest Surveys! Check Availabilities! 


National Representatives: Radio Advertising Co. 


‘ 


Do you realize this market contains over 3% million people: more than these 14 
cities combined: — hansas City, Indianapolis, Rochester, Denver, Atlanta. Dallas. 
Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines. Spokane, Fort Wayne. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO 
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Canadian Agency 
President Tells 
25-Year Changes 


Toronto, Ont., Jan. 9.— James 
Fisher, president of the James 
Fisher Company Ltd., which he 
established 25 years ago and has 
made into one of Canada’s largest 
agencies, said on the company’s 
silver anniversary here recently 
that he is convinced that advertis- 
ing in the postwar period will 
have to be more extensive than 
ever for the “purpose of keeping 
selling costs down.” 

The postwar period, he said, 
will be a test for private enter- 
prise. If advertising is used ex- 
tensively, it will induce more peo- 
ple to buy, it will keep more peo- 
ple at work producing and it will 
make buying power available for 
the purchase of other goods. 

If world-wide reductions in tar- 
iffs result after the war, he con- 
tinued, Canadian manufacturers in 
various fields will be threatened by 
foreign competitors, in which event 
“perhaps those who have never 
taken advertising seriously enough 


will see the need of using this 
great force more adequately to 
protect the domestic market for 
their goods.” 

In his 25 years of advertising, 
he said, the chief changes he had 
observed in his field have been 
the reduction in the number of 
daily newspapers and the great 
improvement in quality of those 
that continue to publish. 

He said he believed that in small 
towns, newspapers are providing 
very good vehicles for advertising 
campaigns. In metropolitan areas, 
he asserted, single newspapers, 
formed, like the Globe & Mail 
here, of two predecessor com- 
panies, can much better handle 
advertising than competitive pa- 
pers in the same metropolitan 
areas did two decades ago. One 
reason for that, he said, is that 
the combined newspaper has a 
larger circulation than the prede- 
cessors had. 

Other changes, he pointed out, 
are those of improvements in 
advertising copy, layout and illus- 
tration work; the increasing 
amounts recently of governmental 
use of advertising media; excellent 
work in recent outdoor media, and 
the ability of Canadian magazine 


publishers te expand their circu- 
lations in the face of stiff compe- 
tition from U. S. magazines. 


Join McCann-Erickson 


Ellis L. Redden, formerly adver- 
tising and sales promotion man- 
ager of National Radiator Com- 
pany,, New York, has joined Mc- 
Cann-Erickson, New York, as 
assistant to the vice-president in 
charge of merchandising and sales 
promotion. Kelso M. Taeger, for- 
merly with Sherman & Marquette, 
Inc., New York and Chicago, and 
MacManus, John & Adams, Detroit, 
has joined the agency as a space 
buyer. 


Colton Names McDonald 


William J. McDonald, vice-pres- 
ident of Wendell P. Colton Com- 
pany, New York, for 22 years, has 
been named executive vice-presi- 
dent. 


Storage Account Placed 
Merchants Refrigerating Com- 
pany, New York general and cold 
storage company, has appointed 
Anderson, Davis & Platte, New 
York, to handle its advertising. 


IT’S WHAT Fee -2o 


WITH CELLULOSE FIBRE THAT COUNTS 


a 


First things come first 


Oxtord papers are serving today on all fronts 


—home and abroad. 


Those map, offset, packaging and duplicating 
papers in the front row go right up to the 


fighting lines —and beyond. 


Back of them, old favorites such as Oxford 


for sales, for markets, for the interest and 


attention of the public. 


But until that time comes, careful use of 
printing paper is the order of the day. 


Now, more than ever before, it’s what you 


Super, Mainefold Enamel and Duplex Label 
are helping with the battle of production. 
They are doing innumerable publicity and 
educational jobs. They are used for books 


and magazines for soldiers 


and _ civilians. 


Every Oxford paper made has a share, big 


or little, in the war effort. 


Even though Oxford makes a thousand 


iniles of paper a day, it is impossible to meet 


all of the demands. But, the fine papers 


still available to merchants and printers are. 


now as always, turning out time-saving and 


effective printing jobs. 


After Victory, all those paper soldiers will 
be back fighting the battle of reconversion 


—playing essential roles in the competition 


WILLS at Rumford, Maine and West Carrollton, Ohio - 


Mainefold, 


Included in Oxford’s line of quality printing and 
label papers are: Enamel-coated— Polar Superfine, 
White Seal, Rumford Enamel, and 
Rumford Litho CIS; Uncoated — Engravatone, 
Carfax, Aquaset Offset, Duplex Label and Oxford 


Super, English Finish, and Antique. 


do with paper that counts. 


OXFORD PAPER 


COMPANY 


230 Park Avenue, New York 17, N.Y. 


WESTFRN SALES OFFICE 


35 East Wacker Drive, Chicago 1, Illinois 


Hoover Campaign 
Tells of Service 
at Flat Charge 


North Canton, O., Jan. 10.— 
With a series of advertisements in 
national magazines and trade pub- 
lications, the Hoover Company is 
performing a double service for 
owners and retailers of its vacuum 
cleaners. The company is telling 
consumers of available service and 
setting a definite service-cost to 
thwart wartime price exploitation 
by “handyman” mechanics. 

Scheduled for the first few 
months of 1945, the Hoover series 
is running in American Home, 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal and The Saturday Evening 
Post. Four-color ads were also 
scheduled in Life. The service 
feature has been called to the at- 
tention of Hoover dealers with 
copy in Electrical-Home Equip- 
ment Dealer, Electrical Merchan- 
dising, Hardware Age, National 
Furniture Review and Retailing 
Home Furnishing. Agency is Leo 
Burnett Company, Chicago. 

The consumer copy, with illus- 
trations of Hoover cleaners from 
1920 to the latest model, tells 
users that even if their Hoover is 
25 years old they can “still get 
parts for it from Hoover ... at 
minimum cost.” In a box, the list 
of repairs, including cleaning, re- 
placement of certain parts and 
renovation, is given at a flat $2.84. 
The copy warns, ‘‘When the serv- 
iceman calls, insist that he show 
his Hoover credentials.” 


Crosley Names Jones 


David Jones Ltd., Sydney, Aus- 
tralia, has been appointed to 
handle distribution of Crosley Cor- 
poration products in the Sydney 
area after the war. Montrose Dis- 
tributors Company, Jones sub- 
sidiary, will handle sales and dis- 
tributor appointments for other 
Australian cities. 


Laune to Riegel 


Mildred E. Laune, formerly ad- 
vertising manager of Eutectic 
Welding Alloys Company and 
Josiah Wedgwood & Sons, New 
York, has joined Riegel Paper 
Corporation, New York, as assist- 
ant advertising manager. 


Advertising Age, January 15, 1945 


White Motor Adis 
to Magazine Lis: 
for 1945 Campaign 


Cleveland, Jan. 9.—Basic | ome 
front industries which are e:sep. 
tial in both war and peace, an‘ the 
major role that distribution » lay, 
in America, will win tributes from 
White Motor Company in apr ex. 
panded advertising campaign fo, 
1945. Four-color ads will predom. 
inate in the series scheduled in ; 
list of national magazines. 

These industries, big users of 
trucks, are considered vital to the 
national welfare but have not beep 
placed officially in the wartime 
essential class. They are face 
with the problem of keeping pres. 
ent vehicles running for the dura. 
tion without much hope of re. 
placements. 

To offer them aid in keeping 
present trucks in good operating 
order for the duration, White re. 
emphasizes its ‘Personalized Sery- 
ice” plan in the series opener, Suc. 
ceeding ads in Atlantic Monthly, 
Business Week, Newsweek, The 
Saturday Evening Post and Time 
swing into individual tributes t 
each of the selected home indus. 
tries, construction, meat packing 
food, etc. Copy declares that a 
larger volume of Super Power 
Whites for commercial use is as- 
sured for 1945 and that White 
representatives will help truck 
users make application. 

While adding to its magazine 
list this year, White also will step 
up use of business paper space in 
publications serving the trucking 
field. 

D’Arcy Advertising Company, 
Cleveland, is the agency. 


Berwald to Trommer 


K. H. Berwald, formerly of the 
advertising department of the fin- 
ishes division, E. I. duPont de 
Nemours & Co., Wilmington, Del, 
has joined the advertising depart- 
ment of John F. Trommer, Inc, 
brewer, Brooklyn, N. Y. 


Hill Appoints Cesare 


Joseph Cesare, with Ruthrauff & 
Ryan, New York, as director of 
production and traffic for the past 
year, has been appointed secre- 
tary of Hill Advertising, New 
York. 


The finest, sharpest quality black 


or white impressions available. 
Printed on a flawless, 100% 
transparent surface. Ad men find 


them invaluable as copy overlays 


for photos, wash or line drawings, 


oil paintings, etc. Eliminates 


guesswork. Also used to convert 


letterpress halftones to offset with- 


out photography. May we suggest 
convenient, easy to use MONSEN 
transparencies on your next job. . . 


ONSEN - 


Now operating in a new, streamlined plant 
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ube Shortage 
quses Ipana 


(Continued from Page 1) 


>i by ADVERTISING AGE, either 
end to make no immediate 
anges in advertising schedules 
have not determined plans. The 
ennen Company (Duane Jones 
mpany) now packages its shav- 
scream in jars. American Home 
oducts reported that no chang- 
in Kolynos toothpaste schedules, 
rough  Dancer-Fitzgerald-Sam- 
are now contemplated, but 
mitted that the WPB order 
uld “cut down the potential 
arket.” 
Colgate - Palmolive - Peet Com- 
ny, it is reported, may put its 
aving cream in jars and may 
‘itch advertising emphasis to 
ushless shave brands. Colgate 
th powder may be promoted 
ye extensively in place of Col- 
te dental cream. Advertising 
ans, however, have not been cur- 
led. C-P-P recently started to 
onsor Kay Kyser on NBC for 
gate dental creams, through 
d Bates, Inc. The Bates agency 
o handles Palmolive shave and 
ushless creams. Advertising for 
gate brushless and lather 
ams and for Colgate tooth pow- 
b is placed through Sherman & 
arquette. 
Lambert Pharmacal Company 
s not reduced advertising for 
sterine tooth paste and has not 
termined plans for Listerine 
ave cream, through Lambert & 
asley. 
Chief beneficiaries of the WPB 
der would be such concerns as | 
rocter & Gamble, estimated to | 
end nearly $1,000,000 for Teel | 
uid dentifrice, through the Biow | 
mpany, and R. L. Watkins Com- | 
ny, a division of Sterling Drug, | 
c, Which for years. has conduct- 
a consistent, large-scale cam- 
ign for Dr. Lyon’s tooth powder, 
rough Thompson-Koch Com- 
iny in publications and Dancer- | 
tzgerald-Sample in radio. 
Pepsodent Division of Lever 
Company will continue its 
lvertising and promotion pro- 
ams without change until the 
bw WPB metal order is clarified, 
WERTISING AGE was_ informed. 
hile the company is considerably 
set by the new order, which 
lls for a 40% reduction in the 
e of lead in collapsible tubes 
m 1943 levels, more definite 
terpretations of the order are 
fing awaited before any action is 
Ken, 
One vital question is whether 
e 40% cut must be made on an 
er-all basis, or whether that 
rt of production going to the 
med forces will be eliminated 
m the restriction. If the latter 
true, the cutback will not be 
lywhere as serious as if it must 
P applied to total production. 


Pepsodent has been’ pushing 
wder hard in its promotion 
ring recent months, with the 


ported result that it is currently 
Inning only a fraction of a point 
hind Dr. Lyons, the powder 
ader, in sales. The Pepsodent 
end is the reverse of the field as 
whole, however, since total sales 
powder have been declining, 
ld dentifrice sales now run about 
0-thirds paste and one-third 
Wder. Liquids account for only 


Lincoln, director of sales services 
and C. M. Youngblood, assistant 
to the vice-president in charge of 
sales. H. P. Etter was named sales 
manager of the Pacific Coast divi- 
sion at San Francisco. 


Joins Emerson Radio 


George C. Hale, recently with 
the Army air forces, has joined 
Emerson Radio & Phonograph Cor- 
poration, New York, as director of 
the special products division, 
which will handle all electronic 
products other than home radio. 
Mr. Hale was formerly with Philco 
Corporation, Detroit and Philadel- 
phia. 


Heads Display Club 


Andrew J. Matzer of Rollman & 
Sons Company, has been reelected 
president of the Cincinnati Display 
Club for 1945. 


ROBERT D. BONIEL 


Miami, Fla., Jan. 9.— Funeral 
services for Robert D. Boniel, 50, 
of Evanston, Ill., who. died here 
while recuperating from an ill- 
ness, will be held in Evanston 
this week. Mr. Boniel was a vet- 
eran of radio, joining the staff of 
Chicago’s first radio station, KYW, 
in 1922 as its publicity man. The 
following year he became station 
director and announcer at WEBH, 
the Edgewater Beach Hotel sta- 
tion. There he auditioned and 
put on the air Charles Correll and 
Freeman Gosden, who became 
famous first as Sam ’n’ Henry and 
later as Amos ’n’ Andy. 

Mr. Boniel was the first presi- 
dent of the Chicago Broadcasters’ 
Association. He was connected 
for a time with Station WTMJU, 
Milwaukee, prior to joining Ed- 
ward Petry & Co., Chicago radio 


| representative, with which he was 


associated at the time of his death. 


COL. H. M. HOWARD 


Miami Beach, Fla., Jan. 9.— 
Funeral services were held Jan. 2 
for Col. Howland Maxwell How- 
ard, 77, president of Howard Allied 
Paper Mills, which includes sev- 
eral Ohio companies. He died at 
his winter home here Dec. 31 after 
a week’s illness. 


Shulton Schedules 
Drive in Magazines 


In an expanded advertising cam- 
paign which will involve more 
space than has ever been placed 
before by the company, Shulton, 
Inc., New York, for Early Ameri- 
can, Old Spice and Friendship’s 
Garden toiletries and Leigh per- 
fumes, will use 27 magazines to 
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carry 97 insertions, more than half 
of which will be full color. Class, 
mass, fiction, servicemen’s and 
movie publications are scheduled, 
including Newsweek, used for the 
first time by Shulton. 
Of the 97 insertions, 33 will 
promote Leigh. The first ad will 
appear in the February issue of 
Esquire and will be on Early 
American Old Spice for men. 
Wesley Associates is the agency. 


‘To French Papers 


Albert Toppin, for many years 
on the national advertising staff 
of the Toronto Evening Telegram, 
has been appointed national ad- 
vertising manager for three 
French - language newspapers in 
Quebec: LeSoleil & Evenement 
Journal, Quebec; Le Nouvelliste, 
Three Rivers, and La Tribune, 
Sharbrooke. 


SNOWPLOW HOUND ? 


“FRING UP THE BLOODHOUNDS,” ordered Sheriff 


Minor fraction of the field. 


ir Reduction Expands, 
eorganizes Sales Dept. 


Air Reduction 
mei Airco Export Corporation 
har dle foreign trade of the com- 


subsidiaries and to act as} 


agent for concerns man- 
ing chemicals and _ allied 
ts. The subsidiaries to be 
1 by Airco Export are Ohio 
al & Mfg. Company, Air 
on Sales Company, Na- 
‘arbide Corporation, Wilson 
& Metals Company, and 
‘arbonic. L. A. Hull, vice- 
nt of Air Reduction, has 
amed chairman and H. R. 
ry, former executive secre- 
f the company’s postwar 
1g committee and Philadel- 
listrict manager, will be 
nt. 

cent changes at Air Reduc- 
i, F. Henriques has been 
general sales manager; J. J. 


Company has} 


\ 


with man appeal. 


Bascom. 


His deputy shot a stream of tobacco juice onto the 
virginal surface of the freshly fallen snow. With a pity- 
ing look for his superior, he turned away from the 


murder scene. 


“Seek,”” commanded Bascom a few minutes later, 
holding forth the woolen mitten found near the victim. 


The captain of the canine sleuths sniffed at the 
mitten. After gazing dubiously over the snow, it also 


gave the sheriff a pitying look. 


“Seek!” Bascom ordered sternly. 


The dog circled the scene of the crime, plunging its 
stubby snout delicately into the snow at intervals. 
Presently it flopped at the deputy’s feet, whimpering 
and covering its sad, wrinkled face with its paws. 


‘‘Ha-ha-ha!”’ roared the deputy. ““Maybe that mutt 
you Call a police dog could do better!” 


“Maybe!” Bascom retorted grimly. He turned to- 
ward his sedan and whistled at the alert brown face 
watching him with picked-up ears. 


The police dog bounded toward him, sniffed quickly 
at the mitten, then trotted away, its nose plowing a 


furrow in the snow. 


“That sure ain’t a police dog,”’ chortled the deputy. 


“That’s a snowplow hound!” 


The dog ceased its circling. Casting a pitying look at 
the deputy, it veered to the right and set out with assur- 
ance in a straight line that marked the killer’s flight. 


“See!” said the sheriff. “That proves a police dog’s 
nose is more sensitive than a bloodhound’s!” 


His deputy shrugged. “‘Maybe just better insulated!” 


ae, 
Ww! /y 


739, i 
WORSE - - _ —_ 


This fact of a police dog's superior tracking in snow was eagerly stored away 
in the minds of the hobbyists in crime detection technique who read it recently 
in a Dell Detective Group Magazine. 


Theirs is a hobby interest that cuts across all age and income levels, and gives 
the Dell Detective Group a readership that is a cross section of the urban male 
population. Bought by 1,135,660 people—and read too by a whopping pass-on 
audience—the Dell Detective Group offers you a key market for any product 


DELL DETECTIVE GROUP 


INSIDE DETECTIVE © FRONT PAGE DETECTIVE 
DELL PUBLISHING COMPANY, INC., 149 Madison Avenue, New York 16, N. Y. 


World's largest publisher of fact-detective magazines—and detective mystery books, featuring 
Agatha Christie, Rex Stout, Helen Reilly, Carter Dixon, Ellery Queen and other noted writers 
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New Models ‘Out’ 
After WPB Checks 
Housewares Show 


(Continued from Page 1) 


exhibitors are not proscribed from 
telling buyers about any models, 
and there is nothing in the order 
that prevents manufacturers from 
letting buyers see the new models 
at their plants. 

The WPB restriction at the same 
time obviously affects a current 
exhibit of appliances in the show 
windows of Carson Pirie Scott & 
Co., which has what its current 
ads in the Chicago Daily News, 
Tribune and Downtown Shopping 
News call “a preview of what to 
expect when the go-ahead signal 


ture Association, and others ex- 
plained at various meetings in the 
past week that the clamp-down on 
the use of lumber and textiles by 
the home furnishings industry, al- 
though it will still permit filling 
a large part of consumer needs, is 
now more severe than it was in 
the last half of 1944. Last year 
the industry had a relatively high 
volume of sales, if slightly under 
the 1943 volume. 

Hardest hit, it was revealed, will 
| be the upholstered furniture lines. 
|Bedding makers at the shows 
could complain, as they did at 
their recent convention here (AA, 
Dec. 11), that the current ticking 
shortage had hurt their business, 
but they seem well off compared 
to makers of upholstered furni- 
ture. The bedding makers get 
priorities as a rule, for their in- 
dustry is considered essential, but 
few upholsterers get that. official 
recognition. 

The displays indicate that the 
furniture companies are making 


made, but there are less than in 
1944. 

Frank S. Whiting, chief of the 
WPB furniture and household 
goods branch, speaking at an 
American Furniture Mart Press 
Club luncheon last Thursday, said 
the furniture industry now has 
authority to use 84% as much 
lumber as it used in the 1942 base 
period, but that actually it is ob- 
taining considerably less than that 
amount of lumber, and lumber in- 
ventories are now at a very low 
point. 


New Store Fronts Shown 


A highlight of the shows has 
been a store modernization exhibit 
by the NRFA at the Merchandise 
Mart. This is an outgrowth of a 
smaller display arranged by the 
association. here last summer. It 
includes designs by leading sup- 
pliers and architects for dressing 
up store windows, revamping store 
fronts, installing electric signs, and 
the like. The NRFA is now ready 


C , 
After all, a main function of Harper’s is to tell 
IMPORTANT people what other IMPORTANT people 


are thinking. 


. 


o 


And the more original and constructive that thinking is, 
the more vital it may be in your plans for today and 


tomorrow. 


As an example of this kind of thinking, we point to 
MILO PERKINS’ article on CARTELS in the November 


Harper 


MA 


GAZ I 


NE 


| Mr. Perkins, former head of the Board of Economic 


Warfare, dares to think that if we want to do business 


with the other nations after the war we must utilize 


some form of cartel. 


It's plain talk from a man who thinks straight to people 


who also think straight. 


Don't miss Mr. Perkins’ article. Let us send you a copy 


| 4/ Mi 
of the November Harper's free, so you can read the the IMIANCHESTER an mie aga 
entire issue yourself—and actually see how truly WION-! LEADER saad aT eal 


Harper's Magazine reveals what important people 


are thinking. 


Manufacturers, and the Southern 
Furniture Manufacturers Associa- 
tion had, through their home fur- 
nishings industry committee, ac- 
cepted an offer from House & Gar- 
den of $25,000 to be used as a start- 
ing fund for a national consumer 
furniture survey. 

Leonard W. Stratton, Wieboldt’s 
Department Stores, Chicago, chair- 
man of the committee, said the 
fund would be matched by an 
equal sum already available to the 
committee, to be used by a new 
survey committee to “show you, as 
retailers, how you can get, in the 
postwar world, your share of the 
consumer’s dollar.” 

Although ostensibly the research 
will not be confined to any one or 
a few problems involved in in- 
creasing sales, NRFA officials and 
others in the industry take the 
development to mean that some- 
thing may at last be done in the 
way of changing retailers’ and 
manufacturers’ advertising habits. 

Advertising-wise, the industry— 


and furniture manufacturers spend 
less than $1,000,000. 

Bedding manufacturers, 
covering manufacturers, radio 
makers, appliance makers and 
others who sell to retail furniture 
stores generally spend many times 
more than do furniture makers for 
advertising in national magazines, 
for dealer aids, etc. In other in- 
dustries, similarly, manufacturers 
customarily spend a large amount 
on advertising compared to re- 
tailers’ expenditures. 

One reason for the difference 
obviously lies in the fact that 
there are several thousand furni- 
ture makers, few of whom do 
more than $100,000 of business 
annually, and only five or so of 
which have an annual sales vol- 
ume of $5,000,000. Only a few have 
national distribution, and few can 


floor 


Advertising Age, January 15, 1945 
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APPLIANCE SHOW —Carson Pir 
Scott & Co., Chicago department store 


| is given.” The 50-odd companies | relatively few ersatz models. At} to release a book it has prepared| second only to the automotive in-| !@st week used this newspaper page tMirts w: 
cooperating in the review have| present they can sell almost any-|on the subject, which will be sent| dustry in the consumers’ durable| ¢@!! attention to its appliance shov.i% out 
lent only prewar models for dis-| thing they make for civilians, and | to its 5,000 retailer members. goods market—occupies a curious| More than 50 companies are listed « 

play. — are concentrating on their regular} It was announced at the NRFA’s| position. In normal years, furni-| Pé'ticipants— although only prewe 
Officials of the government, the/lines and on war work. Some| annual dinner that the NRFA, the| ture retailers spend from $60,000,-| ™odels were provided for the exhibit ' 
| Marts, the National Retail Furni-| goods of duration quality are being | National Association of Furniture| 000 to $70,000,000 on advertising, a =a 


therefore afford to advertise na. 
tionally. 

On the other hand, there are 
many who would like to see the 
retailers change their attitude 
about advertising. Some contend 
they are an old-fashioned group of 
“individualists’” who are not suffi- 
ciently advertising conscious, who 
have actually opposed efforts of 
manufacturers to establish a wide 
reputation, and who prefer to 
emphasize their own reliability in 
the local retail field rather than to 
sell well-known brand names. 

Those taking the latter view feel 
the retailers might well increase 
their sales by broadening demand 
if the manufacturers, either indi- 
vidually or operating under brand- 
name groups, began national cam- 
paigns. 

Leroy A. Beers, president, Insti- 
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39th in (U.S.) Sales $183,100,000 
Average per family Sales $1,850 


Per Capita BuyingIncome 1,069 
MANCHESTER 
UNION-LEADER 

Circulation 42,351 A.B.C. 
MANCHESTER, N.H. 


FACTS. ee Not only in Manchester but 
in all principal New Hampshire cities and towns 
the UNION-LEADER ts the STATE'S ac- 
oepted Metropolitan daily. Such dominant 
market coverage produces RESULTS. Write 
today for “Manchester — Your Test City” — 
a Fact-ful portfolio. 


Address Business Manager, Harper’s Magazine 
49 East 33rd Street, New York 16, N. Y. 


NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPA"? N. 
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e of Carpet Manufacturers of | 
herica, New York, revealed at 
» showings here that executives 
the leading companies in the 
istry have agreed to a five- 
nt program aimed at increasing 
pir sales by 50% for the first few 
- years. 
» new plan, which will begin 
ce in some phases, includes 


p following points: 

irs’, am increase in national 
sumer advertising. This will 
ount to carpet makers’ increas- 
, their ad campaign budgets by 
) to 200% over prewar cam- 
igns 

kecond, standardization of a 
sic color coordination program. 


hird, opening of merchandis- 
clinics for buyers, merchandise 
pnagers and others in various 
ies, at which advertising, dis- 
hy and selling aids will be dis- 
sed. 

Fourth, courses will be con- 
cted for retail sales personnel. 
Fifth, new public relations ex- 
rts will deal with publicity, will 
out consumer literature, etc. 


Many Buyers Attend 


lore than 3,500 buyers regis- 
ed here for the housewares 
yw where about 400 companies 
p exhibiting major and minor 
bctrical appliances, kitchen uten- 
s, cleaning equipment for the 
me, etc. It is the HMA’s first 
‘+h showing since 1943. 

ne of the major new exhibitors 
Reynolds Metals Company, 


ich last spring set up a utensil 
rision headed by M. E. Harn, | 
Louisville, Ky. Mr. Harn this 
bek displayed about a dozen 
chen utensil models, all of a) 
pardrop” design fitting into one | 
ttern. He said his company, 
ond largest in the aluminum 
justry and more or less a “war 
by,” has obtained WPB authori- | 
ion to make 350,000 three-piece | 
s of pans and will make them | 
soon as labor becomes available. 
he company plans to go into 
kinds of aluminum goods pro- 
ction after the war, he said, 
ding that it intends to concen- | 
hte first on making utensils for | 
le through retailers; next on} 
avy wares in club lines, and | 
er that on wares for hotels and | 
titutions. 
Reynolds is now experimenting | 
postwar models of refrig- | 
ators, Washing machines, cigar | 
midor cases, counter displays, | 
and has already produced | 
eral aluminum box cars for the | 
ton Railroad. Mr. Harn said the | 
mpany will probably have an! 
vantage over other makers of | 
minum goods because it has | 
ge dies, currently used in mak- | 
gf war goods, which can readily | 
made available for peacetime | 
oduction. J. Walter ares | 
{ 


bmpany, New York, is working 
plans for postwar national con- 
mer and trade advertising. 
Officials of the traffic appliance | 
partment of Genera] Electric | 
mpany revealed at their three- | 
mm exhibit of clocks, toasters, 
ms, sunlamps, etc., that their | 
pliances will be featured in ads | 
heduled for this year in an ex- | 
isive list of national magazines. 
previously announced, the ap- 
ances will be advertised on the 
partment’s new “G-E House 
ty” afternoon radio program, 
iting Jan. 15 on the full CBS 
work, 

It understood the magazine 
hedule was arranged at a time 
én the company thought it 
ght get back into production of 
eny of its appliances early this 
\t present it is making a 
ctric hand irons and alarm 
but even that production 


SPOSTWAR PLANNING | 


con clip all, -or typical, speci- 
advertisements and editorial 
n postwar themes. Many 
ions are.building postwar 
files NOW. We have back 
s of most business papers. 
or Booklet No. 20, “How Busi- 
s Clippings” that shows how 
turers and their advertising 
use this service. 


We Papers IE MAGAZINES 


A SALLE ST., CHICAGO 1, ILL. 


may not continue long in view of 
war changes. 

An answer to some questions 
about General Mills’ plans to 
enter the appliance market came 
this week at the G-M display here 
—which consisted of an illustrated, 
mechanical presentation and pic- 
tures—and with publication of its 
appliance department sales book- 
let, ‘““Geared to Your Tomorrow.” 
These showed that the company 
plans to make electric irons, 
among other things, and that con- 
siderable research has gone into 
production of irons and other 
appliances it will sell postwar. 
Officials say they have decided not 
to begin any consumer advertising 
on the appliance end of the busi- 
ness until there is a definite 
change in the war picture. 


ADVANCE TOY SHOW 


San Antonio, Tex., Jan. 10.—To 
avoid a conflict with the govern- 
ment ban on trade shows, dates for 
the national toy and gift show 
scheduled here have been ad- 


vanced from Feb. 11-16 to Jan. 
28-31. 

Manufacturers from all parts of 
the country are expected to dis- 
play their wares in the 103 booths 
to be set up in the Transit Tower. 
Show sponsors expect to attract 
a large group of buyers from 
the South, Southwest, Mexico, and 
some South American countries. 
Pitluk Advertising Company, San 
Antonio, is in charge of advertis- 
ing for the exhibit. 


Red Charges under 
Inquiry as Agency 


Resigns Account 


New York, Jan. 11.—The Blue 
Network is 
appearing in various New York 
newspapers which charge 
William Gailmor, news commen- 


tator on WJZ, the Blue outlet in| of its association with Shappe- | 


that | 


j}ner. Mr. Gailmor has been broad- 
| casting on WJZ since Dec. 4, Mon- 
day through Friday, 11:05-11:15 p. 
m., EWT, and is continuing to do 
so until the Blue has concluded 
|its investigation into his alleged 
|Communistic leanings as well as | 
his personal record, a network of- 
ficial told ADVERTISING AGE. 


Agency Resigns Account | 


Mr. Gailmor is sponsored by | 
Electronic Corporation of America, | 
New York radio equipment man- 
ufacturer, also charged in the | 
press reports with having Com-| 
munistic supporters within its or- | 
ganization. After these charges | 
became _ public, Shappe-Wilkes, | 
Inc., New York agency handling 
Electronic Corporation’s advertis- 
|ing, announced its resignation of 


|the controversy on Communism. 
Electronic Corporation, which 
also announced “the termination 


New York, has been slanting the | Wilkes,” plans to appoint another | 


news in a pro-Communistic man- 


‘agency in the very near future. | 


investigating reports|the account without reference to| § 
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Katz Issues Calendar 


Katz Agency, Inc., New York, 
has issued a 1945 calendar of ex- 
piration dates of radio programs 
from which, at a glance, can be 
figured expiration dates of any 
broadcast schedule for 13, 26, 39 
and 52-week cycles. 


“The ROTARIAN is doing the job we 


expected without waste circulation” 


“When you consider,” says Mr. Ber- 
kowitz, “how many important industries, 
both large and small, 
the larger cities, it’s easy to see why we 
advertise in The Rotarian. 


“The Rotarian has done a grand job for 
us in publicizing, in the small industrial 
communities as well as the larger cities, 
the change of the name of our four western 
plants to Tension Envelope Corporation. 


“It is doing the job we expected it to do, 
without waste circulation. The Rotarian 


Walter J. Berkowitz is 
Treasurer of Tension 
Envelope Corporation, 
Kansas City, Missouri 


are located outside 


reaches men who buy Tension Envelopes.” 


* * 


Many other advertisers, including such leaders 


* 


as Fairbanks, Morse & Co., Wilson Sporting 


Goods Company, United Airlines, Santa Fe 
Railroad, Davidson Manufacturing Corpora- 
tion, Mueller Furnace Co., and Servel, Inc., have 
found The Rotarian to be an efficient, econom- 
ical means of reaching leading executives (70% 
of its 190,000 net paid circulation is in the hard- 
to-reach cities and towns under 25,000). . . men 
who buy and influence buying for their busi- 
nesses, their homes, and their communities. 


To get the story about this important mar- 
ket, just use the coupon. No obligation. 
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Reproduction of a full page advertisement from The Rotarian 
prepared by the Abbott Kimball Co., Inc., of Missouri, Kansas 
City, Mo., advertising agency for Tension Envelope Corporation. 


om 
THe Rotarian @ 
“To Influence the Influential” 
35 East Wacker Drive, Dept. 11, Chicago 1, Illinois 


Please send me your bulletin, ““The Uncovered 


Influence Market.” 
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Advertising Age, January 15, 4g wertil 
* how the winning of the two wars | than 50 persons to answer the fol-| regulation is not merely a means | annual savings of 2,000,000 Ons 
rastic an on _we are now fighting will be im-| lowing questions: of curtailing travel, the appeals|coal by elimination Of — utq, . 
|peded if the meeting in question Whether the meeting is a con-|form demands details on hotel! spectaculars, store signs, a 1 wi 
| were held to an attendance of 50/ vention, conference or trade show | space to be used. For trade shows, | dow displays throughout th> gq), Z 
e 8 /or canceled outright.” or government meeting; date and | for instance, applicants must seg-|try. Although New Yor! Cit . 
u oor ig fing location; name of hotels and facili- | regate attendance into exhibitors | electricity comes from coa. Cy 7 
Regulations Drawn ties to be used; attendance planned; | and buyers, and indicate the num-|solidated Edison Compar, | j 


Effective Feb. 1 


(Continued from Page 1) 


of coal, he ordered ODT to clamp 
down on special trains and ap- 
pealed to the nation to keep tem- 
peratures in private homes and 
other buildings at 68 degrees. 

In a policy statement today, the 
special “War Committee on Con- 
ventions” said applicants would 
have to prove that “the war effort 
would suffer” if their meeting is 
not held. While this may be a fine 
distinction, it is interpreted as 
considerably more rigid than the 
maxim previously used, suggesting 


The Byrnes order on conven- 
tions has already brought a flood 
of messages of support to ODT, 
indicating that many organizations 
have discounted the possibility of 
obtaining permission to go ahead 
with their meetings. Foremost 
among those canceling their gath- 
erings, probably, was the U. S. 
Chamber of Commerce, which will 
forego its annual meeting sched- 
uled for May. 

The War Committee on Conven- 
tions met today to draw up regu- 
lations which enable organizations 
to obtain special permission to 
hold meetings. Composed of the 
most “warlike” among the gov- 
ernment administrators, it is dom- 
inated by ODT’s Johnson, the 


previous frequency of meetings; 
location and attendance of pre- 
vious meeting; average attendance 
at prewar meetings; area from 
which attendance is drawn; steps 
to curtail attendance; why conven- 
tion by mail cannot be used; why 
50 or less cannot do the job; “in 
what way and to what extent will 
the war effort suffer if the meeting 
were not held.” 


Applications Available 


The ban will apply to every 
kind of organization. While it does 
not apply to meetings of less than 
50, Col. Johnson said, it should not 
be assumed that the committee 
approves of such gatherings. 

Application forms, available at 


ber of rooms required for exhibits 
in addition to those booked for 
individual use, and the number of 
other rooms, such as_ ballrooms 
and display rooms to be used, in- 
dicating approximate space area. 

The WPB’s Office of War Utili- 
ties lost no time acting on the 
Byrnes proposal for a blackout of 
displays, with an all-day meeting 
today to work out details of its 
orders. Lee Falk, the director, 
reported after meeting with offi- 
cials of public and private utilities 
that the order would hit all parts 
of the country, with possible ex- 
ception of the Pacific Northwest, 
where large hydroelectric power 
developments have eliminated the 
necessity for using coal. 


urth 
ealiz 
Vv dj 


compiled no figures on 
“savings” which might be 
here by turning off wind 
play lights and store signs. 


Five Groups Act 
to Cancel Meets. 
Others Undecide 


New York, Jan. 11.—Among ¢ 
first responses, in advertising x 
related fields, to Director Byrn 
order that conventions requir; 
public transportation be cancel 
are those of the National Fede 


tion of Sales Executives, Inter, IN. SI 


that no meeting should be held h , conventi « ” : tional Affiliation of Sales & Adve: 

“unless it will contribute to the} Under Secretaries of War and tn feid a Pcend wpe Pe PR a Rag? nell Owl ea veer tising Clubs, National Associati ‘be ny 

war effort.” | Navy, and top officials of WPB and/ with R. C. Claire, Room 7321, ago caatted for voluntary cur-|0f Broadcasters, Associated Pre peas 
; Speaking for the committee, Col. | the War Manpower Commission. | Interstate Commerce building, |taiiment of outdoor and indoor|@nd National Broadcasting Coy et ‘ 
‘ Johnson, ODT head, said: “The| In its application form, the com-| Washington, not less than 30 days display lighting, with outdoor re- | Pany. McKe 


yardstick we will use to measure | mittee expects any organization | before the meeting. 
the essentiality of any meeting is| planning a convention of more} 


Indicating that the convention 


stricted after 10 p. m. or a maxi- 
mum of two hours nightly. Al- 
though it received some support 
at first, interest declined, and at 
present it has been of small value 
to the coal conservation program. 


A quick round-up indicates th 
only these organizations in { 
field have acted immediately 
cancel various national or region 
meetings. Others appear und 
cided or have not had time to a 

The canceled meetings includ 


etings 
bs not 
he Fi 
tion | 


EDI NFSE annual convention set {q™tober 
eRe, a May 14-16 at Chicago; the Affiligjj hold 
tion’s annual wartime conferendiin th 


New York, Jan. 11.—Although 
the electric spectaculars on New 
York’s “White Way” have been 
dimmed by military order since 
April 28, 1942, Lt. Douglas Leigh 
today predicted that the proposal 


set for May 18-19 at Pittsburgifificers : 
NAB convention set for first weeved < 
in May: AP annual meeting setig™fhe . 
April 23, and NBC war clinics #§vertis 
have been held at New York, Aigferica 
lanta, Dallas, Chicago, and Loociat 


of James F. Byrnes, war mobiliza- 
tion director, to black out orna- 


Angeles next month. 
ae 


|mental and advertising lighting | May Hold Session Later ril mw 
nationally would “seriously affect” ; , : cance 
ie the business of Douglas Leigh, Inc.,| The NAB is calling off its Exeqiiqna) 
aa in a dozen other large cities in| utives War Conference, schedule <che 
a which it operates spectaculars. in May, but may hold the sessiofifomj- 
The Leigh firm controls most of | later in the year if conditions pei ye 
midtown Manhattan spectaculars,| mit. The ban is not expected i+ th 
and also operates the Camel| affect the smaller NAB distriq@jvortis 
4 smoke-ring and other signs in| meetings, to start Monday @ jike 
Baltimore, Boston, Buffalo, Cleve- | Memphis. The Affiliation reports # i. 

land, Chicago, Detroit, Los An-| may proceed with an alternativ 

geles, Milwaukee, New Orleans,| plan to hold regional “workin 
Philadelphia, Pittsburgh and San oo siaieaiaiaidiahil oat the } 
-serete ns : om Lae my By ~ : . be y i 7 | e oraer \ / NGBtion, 
Original Paintings from the Copyrighted Collection of nrrt Leth, now with the Naval| affect plans of the Direct Ma pe 
Bureau of Aeronautics in New Advertisers Association, which ha \ber 
York, said that the Byrnes state- | been against all conventions i con: 
ment was “a blow similar to the | volving traveling since the S\a@® abse 
aa over-night dimout” of April, 1942, | of the war, although its loca! cu fons 
; . + t added that if the proposed, V' cial « 
e e a ram nationwide dimout aids the war tinue to be held, or the Southepers 
effort. “we are all for it.” | Newspaper Publishers Associatiot e in 
Generel Outdoor Advertising which last fall canceled plans § 10W Ll 
Company, which operates Geeteie | cok eee “/? met 
spectaculars in about 70 cities Similarly, Outdoor Advertisin 2S 
— ran ° ye from the Atlantic Seaboard to the | Association of America did 10 ye 
| These masterpieces by America’s foremost Rockies, had no formal comment | hold a meeting last year becau#—™, 
P 4 i ; : to make. of the war, and Agricultural Puff. ded 
ae painters of wild life are reproduced in their WPB officials have estimated an|lishers Association has held MM) oi. 
= a. Mo : etings 
original vivid color tones in the Seagram Sports- ding 
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Associates and lithographed in full color by 
CONTINENTAL. 


Now—more than ever, Alabama lis- 
teners like WSGN. The last 
Hooper-ratings compared to those 
of a year ago show these gains: 


Morning UP 20.2% 
Afternoon UP 66.1% 
Night UP 22.71% 


With gains like that, a morning audi- ing 
ence equal to its two nearest com- fernm 
Ppetitors, and the State’ 
ie best coverage, WSGN is 
curely Alabama's Best BUY 
am, Far! 
me 
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McKESSON LABORATORIES 


IN SERVICE —Pharmacy's contri- 
jon to the nation on both the battle 
H home fronts is being highlighted in 
four-color poster being distributed 
drug stores throughout the country 
McKesson & Robbins, Inc., Ne 


licates th York. 


Ns in ft 

diately 

or regionmetings since the war began and 
ear und@™es not intend to until war ends. 
ime to a@™he Financial Advertisers Asso- 
fs includ@ftion has a convention set for 
on set f@™tober in Chicago, but is likely 
the Affili@mhold a direct mail convention 
conferen@™min this year as it did in 1944. 
PittsburgiiMicers say the convention by mail 


first wed™ved a good substitute. 
ting setf@mfhe American Association of 
- clinics @vertising Agencies and _ the 


wertising Age, January 15, 1945 


York, Ai@ferican Newspaper Publishers | 
and Lopociation will hold board of di- | 
tors meetings this month or 
*t, at which time their annual 


Later ril meetings will be planned | 
: canceled. The Association of | 
f its Exe@itional Advertisers has no meet- | 
schedule scheduled definitely, although | 
he sessifffemi-annual meeting is called | 
itlons pe, year in April. No decision | 
<pected ut this has yet been made. The. 
B disti@@vertising Federation of Amer- | 
onday #@ likewise, has no policy as yet) 
reports @ its annual summer meeting. | 
ulternati\ 
workin NPA Undecided 
‘he National Publishers Asso- | 
y Will nition, which holds an annual | 
rect eting the third Tuesday in Sep-| 
which hlber near New York, has not! 
ations \f considered the problem. In 
the “BB absence of any specific regu- | 
local "Mons from the government, an | 
baal cial of the Associated Business | 


ers reports, the annual confer- 
’e in May, possibly in Chicago, 
iow undecided. Approximately 
) members attend ABP meet- | 
s, it was stated. 
he National Editorial Associa- | 
1 has a regional meeting set for | 
ton Jan. 20. If this is well} 
snded by publishers, the NEA 
| attempt to hold other regional 
etings in other cities later, ac- | 
ding to Don Eck, Chicago, ex- | 
itive secretary. 
he American Marketing Asso- 
tion has taken no action yet 
arding its spring meeting set 
June 7-8 at Boston. It proba- 
will be called off unless the 
lation eases. 
nland Daily Press Association, 
ich holds three meetings a year, 
borts that its board of directors 
| decide soon whether to seek 
cial permission. for the meet- 
now scheduled for Feb. 20-21, 
y 21-22 and in October at Chi- 


ssociatiol 
plans t 
eting ang 


dvertisin 
did no 
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ABC Has Not Set Date 


Audit Bureau of Circula- 
as set no date for the 
vention it has planned to hold 
le time in October in Chicago. 
> ABC board will decide at its 
ing meeting to set a date if the 
ernment order is not restrictive 


‘he 


BO\ INE- ROCK ISL 


ALCINOIS. 


AND 


HI FARM MACHINERY 
CA ‘ITAL. ‘OF ‘AMERICA 


ee < INE DAILY DISPATCH 


cials say. 


Wylie Joins Y&R 


Max Wylie, former radio director | 


of N. W. Ayer & Son, and pre- 
viously with Blackett - Sample - 


Hummert and Columbia Broad- | 


casting System in New York, has 
joined Young & Rubicam, New 
York, as a production supervisor. 


Blake to Ann Haviland 


Helen Blake, with Elizabeth 
Arden, New York, for eight years, 
most recently as assistant sales 
manager, has been appointed sales 
manager of Ann Haviland, New 
York manufacturer of perfume 
and bath preparations. 


Bendix Aviation 
to Plug Radios 


Following up announcement of 
its entry into the consumer manu- 


facturing field with a line of home | 
radio sets (AA, Sept. 4), Bendix | pany, Chicago, producer of filing 
Aviation Corporation is launching | equipment and paper specialties. 


an intensive national advertising | 


drive. 
The radio division recently an- 


/of conventions at that time, offi- nounced that Bendix. will “gun” | 


'the market with high powered na- 
tional advertising in the big mass 
|media; on the spot, local dealer 
|advertising through newspaper 
and radio; preselling literaturé, 
Mac- 
De- | 


and point of purchase helps. 
Inc., 


Manus, 
troit, 


John & Adams, 
is the agency. 


Fred Jones Joins 
Rockwell-Barnes 


F. H. Jones 
Jr., for the past 
ten years with 
Horder’s,  Inc., 
and Associated 
Stationers Sup- 


ply, has re- 
signed as ad- 
vertising and 


sales promotion 
manager to be- 
come manager 
of advertising 
of Rockwell- 
Barnes Com- 


F. H. Jones Jr. 


Mr. Jones is secretary of the 
Chicago Federated Advertising 
Club. 


Brewers’ Group 
Defers Meeting 


on Ad Plans 
| New York, Jan. 11.—United 
| States. Brewers Foundation has 


/canceled a meeting on 1945 adver- 


| tising plans, scheduled for Chicago | 


on Jan. 15, because of government 
restrictions on transportation. 

The campaign, however, is ex- 
pected to run. this year with 
a budget about 10% larger than 
the $1,000,000 spent in 1944. About 
$750,000 was spent in magazines 
and in weekly newspapers in 1944, 
and the remainder in special adver- 
tising in self-regulation 
The wartime theme, 
lot of little things,’ may 
changed. J. Walter Thompson 
Company is the agency. 

Hugh McKay has 
advertising manager 
dation, which represents a merger 
last year of the United States 


“Morale is a 


Brewers Association and Brewing | 


Industry, Inc. Mr. McKay is work- 
ing on the Brand Names Research 
Foundation with the Institute of 


Public Relations. 


states. | 


be | 


resigned as | 
of the foun- | 
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N. Y. State Publishers 
‘to Meet Jan. 22-23 


At its 25th annual meeting in 
New York Jan. 22-23, the New 
York State Publishers Association 
will present a symposium of news- 
paper trends for 1945. This “Lead- 
ers’ Digest” will be held the after- 
;noon of the second day, with the 
following executives acting as 
leaders: on editorial, Edwin James, 
|managing editor of the New York 
Times; retail advertising, William 
Howard, vice-president and adver- 
tising director of R. H. Macy & 
'Co.; mechanical. production, 
|Matthew Woll, vice - president of 
| the American Federation of Labor; 
| public relations, Edward L. Ber- 
nays; circulation, Jack Kenney, 
general circulation director of 
Hearst Newspapers, and an as yet 
unannounced speaker on national 
advertising. 


Rubbercraft to Upham 


Rubbercraft Corporation of 
America, Inc., New Haven, has 
|}appointed Philips Webb Upham & 
Co., New Haven, to handle promo- 
tion in trade and consumer publi- 
cations. 


hare BOTW 


Jim’s a crack swimmer 


. . « but he doesn’t know a mashie 
from a niblick 


Joe’s a ‘‘low eighties’’ 


otto Execcwtieale 


golfer 


. . . but he can’t swim a stroke 


They BOTH live in Philadelphia . 


know 


the same people... pay the same income tax 


Jim reads THE RECORD 


Lp 


es 


. he thinks along liberal lines 


TO COV 


IT TAKES THE REtoR) 
AND ONE oTuER 
7 hes 


know 


Other”’ 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY HALF MILLION SUNDAY 


REPRESENTED NATIONALLY BY GEORGE A. MCDEVITT CO.. NEW YORK. CHICAGO, PH'LADELPH'A, DETRO'T. CLEVELAND 


And Joe reads one of Philadelphia's 2 
conservative papers (frequently both) 


.. . he’s a traditionalist 


Advertisers who know Philadelphia, 


"It takes The Record—and ONE 


to sell America’s Third Market 
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Every Minute Has 51 Seconds............................. Moore Business Forms, Ine. 


What happens to the 9 seconds you lose every business minute? 


Rayon Underwear for Truck Tires................ te see The B. F. Goodrich Co. 3 
They need underwear to keep cool! 

The Case of the Seven Trees................. PASSA API ER OR ESA RES The Mead Sales Co. 60 
Five out of seven escape the paper mills. 

The Pump or the Price Tag?................................ James Thomas Chirurg Co. 59 
Give the right answer and you'll get postwar prosperity. 

Moving Mountains To Make A Dream Come True....................... Jenkins Bros. 15 
The mining industry has given American weapons the world’s biggest muscles. 

Night Life That Pays Dividends.............. MeNally Pittsburg Manufacturing Corp. 43 
How the night shift woke up dormant coal and put it to work on the railroads. 

Four Clues—Can You “Type” A Man By Them?.......... Hiram Walker & Sons, Inc. 58 


The pipe, the book, the slippers, the whiskey. 


Two Million Dollars For A Two-Minute Ride............ Champion Paper & Fibre Co. 65 
But water becomes a paper highway during the trip. 


Toughest Balancing Act In the World................ Westinghouse Electric & Mfg. Co. 105 


Vibration’s the villain. 


A Mystery Meets Ite Master... ... 0.0.0... ccc ccc cee eens Clearing Machine Corp. 88 


From logarithms to slide rules, from presses to low cost production. 


A Time For Egg-Walking...................... eee TEE TS Ory Young & Rubicam, Inc. 169 


To advertise or not to advertise? 


The Most Frequently Traveled Road.............. .. Van Der Horst Corp. of America 257 


3000 times a minute, 180,000 times an hour — and the road is only a few inches long. 


* Business forms and bourbon, coal and chromium, power presses and 
paper, advertising and electronics—a mixed dozen with one thing in com- 
mon: the uncommon good sense of advertisers’ headlines to stay up 
there among FORTUNE’s advertising headliners. For Management looks 
to FORTUNE not only for those names it remembers, but for their deeds 
that will be memorable—and is enlightened on the accomplished tri- 
umphs, the current battles, the limitless futures of all American Business. 


ra 
7 
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FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT 
MEN. 85% OF FORTUNE'S 175,000 subscribers are management men—and survey after survey shows that in FORTUNE 
the advertiser reaches management more certainly, more effectively, and more economically than in any other magazine. 


oS ) en, ee : x - a re: =: Sacaen a ff at pee a ak: 
ie . , r 4 E ~ Se J ar ry nee . een Se Oe ee é Shane. > ‘ wid c ? % ee : it 
. a ‘ eS a , sR 5 OT ug Re ae e Si 5} ha . “ae oak en 2 ae a a oe : a oe J ee ee! i oe 
: % ; — . is ana | ABT we oo eo Ce ee ee Sa rel iat ee) 
‘ ,* a . se7 
Ss oe Adve 
: pp. * se ie 
eS ‘ : ee 
J See 
5% a 
> # $ ¢ & ; eS 
e ¥. ; : aa oe 
+. é ; : 2 
rp (ope i 
re Te ‘ o ‘ Be a 4 
or af 7 i ‘ <4 7 
; x : - Be. 
é : wis : a 
“a ek ¥ ve 
Bec sa i , * 3 ‘ x : . ae : 
: a 3 ‘ ‘ ees os ; : : : ca 
i np : ue 28 SS: eae oe 
i. yess . , ; eS : : : ee q 
_% % ee : ‘ F bad fs . 
ae a : ” ‘ i ak ee 4 oe 
cs “F aes P : : cae oe q 
bt be Pa > j a 
7 +e | 3 oe 
B oi ‘ x 2 Mg 
; ‘. ; o : E 
eo ie a Ps i : : ee ¥ 
¢ 4 > ¥ pees 4 ae & : . ai 
mast oe ig : 2 . eo 
se } es aoe : : ; y Be: Sp y : : es 
_ = i i 3 Shae tie pare. : # : 
ee : : & hee . OF i. Co ‘ bie ; 
eee , ‘ s ee cee ie 2 ce Rete ee ae es nan Maes re x Sa ee : 2 oe 
{ “ae at pie or NT STi Se eee ee as iar eee oe te Moret Oe Sage a ok a Bee see co Re Bo Sins oo i Racks eee : , & LN 
.) iit» vile Sige ih seh to : ae ee OS . a eS ES Sts Rae ee. eee a ae ee. eee a: s. : ; 3 - Per 
{ om . hte. oe . % We ; ‘ : ae : , & eke Ss 3 a 
3 ee eg eee ae ; Cr es eee eee pie ee ae : : ie ie : : ; oe 
* : ah a . : eee : - as. ee P ae : ys spe ceticae a : ‘ eg ta ; Ss ae Cee 3 
ea 5 ap See maga a AS Sh ba ak eee a ae oot igl Ses ‘ dc Co Rp rt 3 kc ee PME By BSS a RE = ee ee ee Cee re. ee eS a ae Bi RT a SS oy oe ee ee ik Se ee oe te 4 4 
pa a eer ce), Ge Go) te ee ee erate ee FR Se oS ee EN ae Le iia ee ge Ng SP ae co eats et Racy ee ee eee Ren a es AO eG k's ee A ee ee Pe ee am 2 
bey { : ny 
_ : ek 
hes: 8 
Re 
q ia 
. rr is 
a - 2 
- lg i 
. | 
r ¥ t 
: } t 
k ‘ke 
ez P | ‘ 
‘es 
= = 
- + 
io 
Pa 
= 
ee 
2. 
r 
i, ne 
By : 
ea 
De 
ad, - 
ae ; 
oan 
# 
S 
> a 
mae. - TIME 
ae Army 
ee in thi 
sy bank, 
hee 
Ks 
: { 
fa 
inl 
as Pe ™ 
ue 
-. 
ee , 
i 
i 
\ ee 
. Pe 
mmm RR RR RR RR 
Jan 
: Libs 
his 


59 


advé rtising Age, January 15, 1945 


PHOTOGRAPHIC [gy 
REVIEW OF £3 
THE WEEK 


Perfect surgical ¢o/o, pictures in 15 seconds ! 
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GENERAL @ ELECTRIC a Sd INCREDULOUS KAYE—Danny Kaye, who made his debut Jan. 6 under Pabst 
Se eae eee Sales Co. sponsorship, listens, with Henry Legler, Warwick & Legler vice- 


president, left, and William C. Gittinger, CBS vice-president, to a story b 
BULBSNATCHER RESUMED—General Paul Warwick, right, president of Warwick & Legler, agency in charge of the 
Electric returned to the bulbsnatcher program. 
theme for the first time since 1942, 
with this Saturday Evening Post page. 
Foster & Davies and BBDO, Cleveland, 
handle the G-E lamp department ac- 

count. 


LairTING THE CURTAIN 
ON TOMORROW S 
HOME RADIO 


LEAR RADIO 


See 


@SPECTIAL | 
fEATURES ~~ 


CURTAIN RAISER—First advertising in TAPE TYPES—Two 10-cent packages of Bondex mending tape—single color and 


me idareadl mee dave so warily, v0 nuccerstah hate, aaron tegen tthe ve Sede —- a “woe by B gps Pinna multi-color—will appear in notion, department and variety stores coincidentall 
mn EE ORS sciatica. Wak kt ‘ete oh i. ” adic field. ill — with Industrial Tape Corp.'s first promotion. Commercials for Bondex will 
sae ie eas ae inchone co Seorgitcape adaptor - * ° ne fis ~ ue the Adleatia, start Feb. 15 on 39 women's participation programs, and via spots on four 
Viet <A ee ees age bent pele pecs Bibi: oF Se One GF caneary S Me Aveane, stations. Agency is Kenyon & Eckhardt, New York. 
: oe Sargrons ’ Collier's, Fortune and The New 
eloction 8 «tie 2 Servings. physi Comery roy be wed ioporntaty trom Ser 6 mT ° 
“sm adhd Weed cd kee ea garcpe edie: kee parsaiont plejures Yorker as well as in the "Review of 
ity tr warh ede Aa oney me Venast « *- it ane tenes oft the Week" section of the New York 


be wer dat.te fe everyene. 


Times. Arthur Kudner, Inc., New York, 


we tare Desh? iy pence a 3 A D E L = is the agency. 
. . FATHER’S DAY sme 1 


ADEL PRECISION PROOUCTS CORP. 
ort SPOR AT AND Stacey ERT soKes 


ws CAUORMIA =<  RYURTINGTON s?. WEST Vee £5. IN PRONCRAL CITIES 


HONOR DAD, 

TIME-SAVER—The new Adel color camera and Surgiscope developed for 

Army and Navy hospitals are described to qualified surgeons and hospitals 

in this current national magazine page ad run by Adel Camera Division, Bur- 

bank, Cal. After victory, copy says, “the Adel color camera will be avail- 
able to everyone." 


How to take a beachhead | i 


se ...and hold jit! a 


Cal < 
’ y= 
THERE'LL BE “HOME BONDS” FOR THE FUTURE 
F YOU BUY WAR BONDS FOR “THE PRESENT" 


‘HOME BONDS'—The official four- 


color 1945 Father's Day poster, with CONTINENTAL CONFAB—Checking the first script for Continental Can Co.'s 


the theme, "Home bonds for the fu- sponsorship of the CBS program, "Report to the Nation," are, left to right: 

ture," is dedicated to the Treasury's Paul W. White, producer; Carle C. ConWay, chairman of Continental; Bruce 

“father bond drive," set for Father's Barton, president of BBDO, agency in charge, and R. R. Carlier, manager of 
Day, June 17. advertising and sales promotion of Continental. 


KEEP SHOES IN FIGHTING TRIM 
REPAIR- CHANGE-USE DUBBING | 


Sto 


Motorota @f Radio 


SM HOME RADI + AUTO RADIG - AUTOMATIC PHONOGRAPHS - TELEVISION - F-M POLICE RADIO - RADAR - MILITARY RADIO 


OPES SCHEDULE—This Motorola radio copy, appearing in full color in the 

Jen. 7 American Weekly, will be followed ‘by insertions in Collier's, Fortune, ‘SAVING’ SAVES LIVES—These latest in the War Department's effort to impress upon the troops the importance of conserv- 

Liberty, Life, National Geographic, Newsweek, The Saturday Evening Post and ing equipment are being distributed for posting at motor pool and shop, and in the orderly room of each company, troop, 

his Week Magazine. Galvin Mfg. Corp. is the wartime maker of Handie battery or similar unit. Monroe F. Dreher, Inc., New York, volunteer agency, prepared the posters, working under the 
Talkies, Walkie Talkies, and radar and electronic equipment. auspices of the War Advertising Council on the continuing campaign. 
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GIANTS ...SORCERERS... DRAGONS 
... ENCHANTED CASTLES . .. it is hard to believe that 
only four hundred years ago grown people took them 
seriously, but they did. Romances of knighthood still 
were the favorite reading of the time. 


Then, like a sweep of fresh air through a musty 
room, came the kindly laughter of a great book . .. and 
a great spirit. With the publication of Cervantes’ ‘Don 
Quixote,” the last pretensions and superstitions of 
medieval “chivalry” fell away. 

The immortal history of the gallant but crack- 
brained knight and his faithful squire became a best 
seller almost from the moment of its appearance. It 
is still one of the most widely read and beloved 
books today. 


As a half-starved boy in Valladolid, Cervantes loved 
to read. He read everything he could lay his hands on 
—even scraps of paper in the street. And unquestion- 
ably this life-long habit of reading helped to enrich 
the mind from which sprang the book that has been 
called the greatest novel ever written. 

Byron said that Cervantes smiled Spain’s antiquated 
“chivalry” away. He did more than that. In the long 
twilight of the Middle Ages he gave to the world a 


book so wise, so tolerant, so modern in spirit . . . so 
immensely human and entertaining. . that with one 
stroke it set the pattern for our time. 


sd ry LA 


The extraordinary influence of “Don Quixote’’ was due 
to two all-important factors. First, the book spoke directly 
to the mind and heart. Second (and in consequence), it was 
read by many millions of people. 


Influence is the product of interest multiplied by circula- 
tion. And the most powerful influence is that of reading. 
When you read, you set your own pace. . . start and stop 
when you please . . . go back and read again. In no other 
way can you absorb ideas so unhurriedly and completely. 


Most famous episode in Cervantes’ masterpiece is that in which the deluded but ever-lovable knight 


MAIN OFFICE 


BRANCH OFFICES: $ Winthrop Sq., Boston 10 + 
Hanna Bide., Cleveland 13 + General Motors Bldg., Detroit? + Edison Bidg., Los Angeles 13 + Hearst Bidg., Sam Peancisco 3 
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goes tilting at windmills under the impression that they are a company of giants 


The BOOK that SLEW the 
DRAGON of SUPERSTITION 


Perhaps in all the history of the written word there has 
been no influence comparable to that of The American Weekly. 
For The American Weekly speaks—not once, but 52 times a 
year—to the largest single reading group in America. 


The American Weekly speaks to them interestingly and di- 
rectly of heartbreak and happiness . . . triumph . . . tragedy 
... love... of the advances of science and medicine . . . of 
the power and beauty of art, religion, literature. 


The American Weekly is distributed through a group of 
great Sunday newspapers and read regularly in more than 
8,000,000 homes from coast to coast! 

Can anyone doubt that the manufacturer who associates 
his product or his company name, with such an influence is 
tying in with the most powerful force in advertising? 


959 EIGHTH AVENUE, NEW YORK 19, N Y 


Arcade Bide., St. Lowis 1 + Hearst Bldg, Chicago 6 + 101 Marietta St., Atlanta 3 
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